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TION-WIDE pre-testing of patterns—among women and 
later among silverware dealers — “Adoration” won by a large margin! 

The same features which made “Adoration” winner in these pre- 
tests will make it the coming years’ most successful pattern: : 


_ 1. Lovely center motif in new, even higher, relief 
2. Delicate chasing of border 
3. Streamlined contours © 
4. Slender, dainty handles 
5. Exquisite lustre finish 
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SPEAKING OF 


BY BUCHANAN, 35, is the 
comparatively youthful opera- 
tor of a very old and very little water 
mill near Hawk, N. C. He inherited 
this old buhr mill from his father. 
The machinery, which grinds corn 
and buckwheat for the mountaineers. 
is over 100 years old. 
As a hobby, a few years ago Mr. 
Buchanan _ started 
ethysts, garnets, beryls, and other 


polishing am 


stones found in the mountain reces- 
ses. But the hobby has already be 
come «a money-making _ sideline. 
Mountaineers bring the rough stones 
to him for cabochon finishing. Oc- 
casionally he gets money for his 
work. More however, he 
charges “toll” just as he does at his 
mill. He takes a part of the uncut 
stones as payment. 


often, 


A steady flow of customers come 
now to his gem shop, some not moun- 
taineers but tourists and townsfolk. 
He says: “My cut gems are now in 
many parts of the United States, 
and just as a sideline artist I think 
I do a pretty good job as a gem- 
cutter.” 


© © 


ALES of jewelry in the Philip- 
pine Islands depend to a large 
extent on the state of the sugar and 
copra industries in the Islands, E. 
Edward Shefer, Assistant Trade 
Commissioner at Manila, reports. 
Depression of the sugar and copra 
markets in 1938 and for the first 
four months of this year was reflect- 
ed in low sales of jewelry, particu- 
larly in the low and medium priced 
classifications. 
Merchandise, 


mainly from the 


United States because of free trade, 
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THE JEWELRY TRADE 


consists largely of novelty jewelry, 
religious articles, cigarette lighters 
and cigarette cases, vanity cases and 
compacts. Competing in the export 
trade with the United States are 
Germany, Switzerland, and France. 

Prices quoted by manufacturers to 
dealers ranged from 20 cents to six 
dollars per article of costume and 
novelty jewelry; one to nine dollars 
for cigarette lighters; one to $35 for 
cigarette cases, fifty cents to four 
dollars for vanities and compacts. 
and fifty cents to $70 for religious 
articles. 
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66 § ET’S have your watch.” 
You're wrong, this is not a 
stick-up. It’s the manager of a res- 
taurant in St., New York, 
asking you to check your watch be- 
fore you sit down to dine. For more 
than a year strange things had been 
happening in this restaurant, a staff 


Pearl 


DON'+t StHoot / 








reporter of the Federal Writers’ 
Project of New York City was told. 
And the management was baffled. 
Small kitchen utensils could be hung 
up simply by placing them against 
the wall. A light iron pot set upon 
the stove would require two people 
to lift it off again. Knives and forks 
placed upon the tables would swing 
around by themselves. 

The mystery was soon solved when 
experts found that electrical current 
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was seeping through the walls from 
a dynamo located in a plant next 
door. This current had magnetized 
the kitchen ware. 

Most of the difficulties have been 
eliminated now, but four tables along 
the wall are still in the magnetized 
area. If you refuse to check your 
watch, and sit next to the south wall 
within ten minutes your time-piece 
will have become temporarily use- 
less as a result of the magnetism, 
and will have to be demagnetized. 
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KNJAMIN W. ASH, jeweler- 

mayor of Johnson City, N. Y., 
has strengthened his claim of being 
Part Mohawk 
Indian by birth, Mayor Ash was re- 
cently made a member of the Onon- 
daga tribe of the Iroquois Federation 
at a special ceremony featuring a 
Townsend Club meeting. Chief Split 
Cloud, of the Onondaga reservation 
at Lockport, N. Y., who is also a 
Townsendite, conducted the rites. 


a native American. 
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REEN, in a wide range of 
G shades, has been pronounced 
the coming fall color hit for the mil- 
lions of fashion alert women who 
will soon be turning their thoughts to 
autumn ensembles. 

Although black will in most cases 
remain the traditionally dominant 
leader, green varying from yellow 
mossy shades to cypress hues, was 
named as the “up and coming” shade 
this fall to replace the varieties of 
blue which set the style pace last 
year. Green, the committee of the 
National Retail Dry Goods Associ- 
ation expects, will take first rank 
even above black for casual wear and 
wool dresses, and will be second only 
to black for dress coats and costumes. 
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Exquisitely ‘Thin. 
Exquisitely Beautiful, 
Here’s Another Great 


Hit From Gruen 


@ Ultra-Smart companion to the 

famous Gruen Veri-Thin wrist- 

watch for men, the new Gruen 

Veri-Thin wristwatch for women 

will sell for the same low price 
$29.75 to $59.50. 

It will be announced in dra. 
matic advertisements appearing 
in the Saturday Evening Post, 
Vogue, and New Yorker, and its 
sleek, chic, modern style is sure 
to make it one of America’s most 
wanted wristwatches. 


The Gruen Veri-Thin for wom. 
en is another Gruen first for 
Gruen jewelers to sell. It is an- 
other great Gruen idea—another 
of a number of reasons why 
Gruen jewelers make more watch 
profits! 

Display this new watch in 
your windows. Feature it in your 
local advertisements—it will help 
you to make this Fall your big- 
gest season in years! 


HOW GRUEN VERI-THIN* 
ACHIEVES THINNESS WITH 
FULL-SIZE PARTS 


‘This photo diagram shows how 
the full-size, rugged working 
parts of the Veri-Thin move- 
ment are brilliantly arranged 
to fit completely within the 
thin, curved case without 
sacrificing accuracy or depend- 
ability. By this ingenious ar- 
rangement of the wheel-train, 
it is possible to slope the case 
downward on both ends and 
sides for extreme thinness and 
streamlined styling. 
*REG. U. S. PAT. OFF 
PATENTS PENDING 


© (RUEN 
Vel W/L 


FOR YOUR | a The big Gruen Fall and Christmas Season Advertising campaign will introduce this new 
Gruen Veri-Thin wristwatch for women. By popular demand, these ads will repeat to the 
INFO RMATION! public the famous Gruen advice: “Gifts From Your Jeweler Are Gifts At Their Best.” 









ONLY THE GENUINE GRUEN VERI-THIN HAS THE NAME PRINTED ON THE DIAL 
Model illustrated—Veri-Thin Petite, 15 jewels, yellow or white gold-filled case —$29.75 


GIFTS FROM YOUR JEWELER ARE GIFTS AT THEIR BEST 
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*6&" MART, clothes-conscious women of today are aware 

that bygone periods are influencing styles as never 
before,” says Renie, RKO Radio Pictures costume de- 
signer. “We have the crinoline of the 1850’s, the bustle of 
the 1870's, the pre-War influence and the directoire influ- 
ence. All fashion stories and fashion advertising stress 
these trends. 

“Just as definitely are women becoming conscious of the 
beauty of the period jewels which complement these 
clothes. Books about costumes and jewels covering periods 
as far back as 400 B.C. are now being studied by women 
who are interested in style trends. This intelligent, edu- 
cated knowledge of jewelry will aid in the rejection of the 
cheap and trick horrors we see on all sides, and promote the 
acceptance of well-designed pieces.” 

Renie has designed the jewels which Linda Hayes wears 
in RKO’s “The Spellbinder.” This jewelry, executed by 
Josefi of Hollywood, has a definite feeling of the years of 
1860 to 1870, combined with a simplicity of design which 
makes it as adaptable to the modern stream-line evening 
gown as to those gowns in which the hoop skirt or bustle 
treatment predominates. 
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WALDORF-ASTORIA HOTEL, LEFT, PRESIDENT MYRON EVERTS 


A.N.R.S.A. and World’s 


Convention in New York 


HEN any business association makes ready for a Record attendance forecast for A.N.B.J.A.'s 
convention its sponsors invariably proclaim, “This 
will be the greatest gathering in the history of the So- 
And-So Association.”” Sometimes the wish is but father 
to the thought. 
No exaggeration, however, is likely in the prediction at the New York World’s Fair 
that the American National Retail Jewelers Association's 
convention, Aug. 28 to Sept. 1, will pack the largest 
attendance in the history of the 34-year-old organization. 


fifth convention at the Waldorf: 


Saturday. Sept. 2. will be Jewelers’ Day 


For the fifth consecutive year it will convene at the ness sessions end, each day, at noon or shortly there- 
great Waldorf-Astoria Hotel in New York. In 1935, after. 
when the Waldorf first received the convention, 2200 The program is certain to be as jam-packed with 
attended; in 1936, 3000; in 1937, 5175, and last year matters of vital interest to every jeweler, in the conduct 
drew 5380 registrants. of every operation in his business, as any of the past 

This year the New York World’s Fair 1939 is pulling successful conventions. The 8 o’clock breakfast confer- 
millions of visitors to New York, and jewelers every- ences, which were abandoned last year, have been re- 
where are planning to visit the metropolis in late August, placed on the program this year by popular request, and 
sandwiching days at the Fair around their attendance at masters of their subjects have been engaged for each 
the A.N.R.J.A. convention. conference. 

A week of good solid, thought-provoking speeches, Exhibits will open at 9 o'clock, Monday morning, and 
clinics and business sessions awaits those who take their will continue until 1 o'clock, Friday afternoon, when a 
convention seriously, yet the convention committee has large force of men will immediately start removing 
made liberal allowance of time for the conventioneers to everything from the Grand Ball Room, making it ready 
attend the World’s Fair and to fill their fall buying for the banquet, which will be held there at 8 p. m. 
requirements in the exhibition halls. he formal busi- By doing this it will be possible to seat all the con- 
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vention guests in the same room for the first time, for at 
all recent conventions it was necessary to divide the 
guests and seat some in the Sert Room and others in the 
Empire Room. 

Exhibitors, who numbered about 120 at last reports, 
will set up their displays in the Grand Ball Room, the 
East and West Foyers, the Ball Room Mezzanine, the 
Astor Gallery, the Jade Room, Basildon Room, Silver 
Corridor, Fourth, Sixth, Seventh, Eighth and other 
floors. 

Billy B. Van, business lecturer, has been engaged 
to make the opening address, Monday night, Aug. 28, 
at 8 o'clock. President Myron Everts will make the 
customary report at this time. the 
usual entertainment and Dutch lunch will be held. There 
will be dancing, a floor show and refreshments. 


At the conclusion 


Nationally known speakers will include A. B. Gun 
narson, of the United States Chamber of Commerce; 
Arnold L. Skinner, of the Marketing Research Division, 
Bureau of Foreign and Commerce; John 
Guernsey, distribution economist, and Dr. Edward Wich- 
ers, chemist, of the Bureau of Standards. 

Special interest will surround the publicity session 
Wednesday morning, Aug. 30, in the large Empire Room 
of the hotel. President Everts will introduce C. R. 
Hogen, account executive, and Warner Shelly, vice 
president, of N. W. Ayer & Son, who will explain in 


Domestic 


Fair Greet Jewelers 


Aug. 28 Through Sept. | 





@ Kenneth |. Van Cott, 
chairman of the Jewelry 
Industry Publicity Board, 
and chairman of the 
banquet committee. 
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@ Arthur B. Gunnarson, 
U. S. Chamber of Com- 
merce, will talk on 
"Competition of Con- 
sumer Cooperatives.” 
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@Dr. Edward 
Wichers of the 
Bureau of Stand- 
ards will discuss 
"Commercial 
Standards in the 
Jewelry Trade.” 









@ Arnold L. Skinner, 
above, Department of 
Commerce, will reveal 
trends in retail jewelry 
distribution. 


detail the diamond advertising about to be launched by 
the DeBeers Consolidated Mines, Ltd. The balance of 
the morning will be given over to a style clinic con- 
ducted by Kenneth I. Van Cott, chairman of the Jewelry 
Industry Publicity Board; William D. McNeil, secre- 
tary, and June Hamilton Rhodes. Models will wear the 


latest fashion clothes and correct jewel accessories. 
(Please turn to page 100) 








Guide to Jewelry Exhibits at N. Y. World’s Fair 
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i baie New York World’s Fair is so vast in area, and holds so many exhibits that it is a physical 
impossibility to see everything in it during a few brief visits. Since one or two afternoons or 
evenings will be all that you may have for World’s Fair visiting during A. N. R. J. A. week, and 
since you will undoubtedly want to see at least some of the magnificent displays with a special 
jewelry interest, THe JeweLers’ Circutar-Keystone has prepared this special guide to the 
jewelry trade exhibits to enable you to find them without loss ef time or energy. Buildings which 
house such showings are indicated in black, and are numbered in the order in which they can be 
visited with the fewest steps, starting from the Trylon and Perisphere, around which the Fair centers. 
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1—Consumers Building 
Imperial Pearl Syndicate: trylon 
and perisphere of cultured pearls. 


Jamaldeen Ahamed: Star  sap- 
phires and rubies and moonstones 
(Ceylon). 


2—House of Jewels 
DeBeers Consolidated Mines, Ltd.: 
Rough, uncut diamonds. Black, 
Starr & Frost-Gorham; Cartier, 
Inc.; Marcus & Co.; Tiffany & Co.; 
Udall & Ballou: Precious jewelry 
and silverware. 


3—Jewish Palestine 
Native jewelry, art glass and cera 
mics. 


4—French Pavilion 





Precious jewelry by leading Pari- 


sian designers. Also fine china, 


crystal and artwares. 


5—Brazil 
Rough and polished gem-stones; 
also nuggets of virgin metals. 
Replica of the “Getulio Vargas” 
diamond (726 carats). 


6—Hall of Nations 
Australia: Fine pearls and opals. 
France Overseas: Native jewelry 
of the Colonies. 


7—British Pavilion 





Huge collection of historic silver- 
gilt plate; replicas of the crown 
jewels; china by Spode, Derby, 
Doulton, Minton, Wedgwood and 


Worcester. 

8—Polish Pavilion 
Silverware, jewelry, glassware, 
ceramics. 


9—Netherlands Pavilion 
Art glass, crystal, fine china and 
ceramics. 


10—Swiss Pavilion 


i 


Gp 
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Key to Map of Jewelry Exhibits | 


Every type and description of 
watches. and clocks by 20 makers. 


11—Hall of Nations 
Finland: Silver services, glassware 
and ceramics. 
Siam: Niello silverware and jew 
elry; zircons. | 
Denmark: Silverware; porcelains: | 
artwares. 

12—Hall of Nations | 
Albania: Silverware; semi-precious 
stones. 
Greece: Ceramics; hammered sil- | 
ver. 

13—Hall of Nations 


Iraq: Native jewelers at work. 


14—Norway 


Jewelry, enameled and gemset; sil 
verware; glassware. 


15—Canada 


Mining of precious 
sented pictorially. 


16—Argentina 
Silverware; crystal. 
17—Irish Trade Promotion 


Irish Belleek; gold and silverware. 


18—Belgian Pavilion 
’ 


metals pre 





| 





Rough and cut diamonds by lead- , 


ing Antwerp cutters; working 
demonstration of diamond _polish- 
ing. 


19—Ronson Showroom 


RY NOUN 


enn weit ae senseenisoounecneees 





Complete line of Ronson lighters. 


20—Sweden 
Silverware, crystal, art glass, 
ceramics. 

21—Glass Center 
Demonstration of modern store 


fronts by Pittsburgh Plate Glass 
Co. Art glass by Corning Glass 
Works. 


22—Metals Building | 
Displays of precious metals by | 
Baker & Co., Inc., the Irvington | 


Smelting & Refining Co., the 
American Platinum Works and 
others. 
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23——Japanese Pavilion 





Replica of American Liberty Bell, 
made of 11,600 cultured pearls and 
400 diamonds by K. Mikimoto. 


24—New England Combined 
Exhibit 
Massachusetts Gallery: Silver by 
Towle, Watson, Lunt Silversmiths 
and Reed & Barton. 


Rhode Island Gallery: Gorham and 
Manchester silver; jewelry by 
Rhode Island Jewelry Industry. 


Connecticut: Watches and clocks. 
by E. Ingraham Co. 


25—Elgin Observatory 





Comprehensive display of ancient 


time-measuring devices and 
watches; large-scale working mod- 
els of 35 different types of escape- 
ments; astronomical observations 
give “time from the stars.” 


26—Time and Space Theatre 





An imaginary trip through space 
provided by the Longines-Witt- 
nauer Watch Co., in cooperation 
with the American Museum of 
Natural History; exhibit of time- 
pieces which have been used to 
make aerial navigation history. 


Bulova Watch Co. 


Its illuminated clocks are conveni 
ently located at strategic points 
throughout the grounds and at all 
entrances. 

















WEDDINGS TO 
TAKE PLACH 
{2 SEPTEMBER 







































































by ROBERT M. JORDAN 


VERYONE concerned with over-the-counter selling 

and merchandising is familiar with the old bromide 
“Goods well displayed are half sold,” and, by and large, 
jewelry stores throughout the country practice this 
theory most capably. If the up and coming retail jewel- 
ers are open to any criticism for the manner in which 
they handle their display problems, it is not the treat- 
ment of the arrangement of the merchandise, but the 
sameness of that treatment. 

Traveling from city to city throughout the country 
one finds that approximately 90 per cent of the windows 
of the large jewelry stores located on the principal 
streets are practically identical in their impressions. 
Mr. and Mrs. Consumer must feel that in seeing one 
they have seen all and consequently pass by without 
giving more than a fleeting glance to carefully and la- 
boriously arranged windows. 

Windows that are different and windows with an idea 
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Building Low-Cost 
Window Displays 
With *Fall Theme” 


offer a real opportunity for the jeweler to capture the 
attention of John Q. Public and his charming wife. The 
time and expense of putting in a window that will stop 
sidewalk traffic is very little more than that of installing 
the usual formal display, and the idea of this series is 
to provide a germ of thought each month for ideas that 
can be used for timely displays that will make passers-by 
stop, look, and buy. 

The younger element of your sidewalk traffic during 
the month of September will be definitely back-to-school 
conscious. To capture their attention try a window 
similar to that illustrated on the opposite page. 

The September issues of ’ogue, Harper’s Bazaar and 
Esquire will have a number of pages’ devoted to the 
theme of back-to-school. The idea suggested by this win- 
dow is to get the September numbers of these magazines 
and paste the covers of them in a fan-shape arrangement 
on the background of your window, while showing the 
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magazines open to appropriate pages mounted on col 
ored panels serving as easels at the sides and foreground 
of the window. A streamer going along the entire 
length of the back of the window carrying the message 
“Fashion Forecasts for School This Fall’ will serve to 
convey the idea of this theme window. 

Merchandise appropriate to the theme idea, such as 
wrist watches, compacts, cigarette lighters, rings, 
jewelry, cameras and clocks can be arranged on the 
floor and steps of the plateaus. A small traveling case 
with a card reading “Suggestions for Back to School 
Packing” set on the top plateau will serve to further 
carry out the idea. 

The cost for installing a window such as this would 
indeed be nominal. The three magazines would cost 
$1.20 and the required lettering not more than $3. 

Another effective but inexpensive window idea is il- 
lustrated at top of the opposite page. Next to June, Sep- 
tember is the most important bridal month of the year 
and this window will be sure to catch the attention of 
brides and grooms-to-be and their acquaintances. A 
large card at the top of the steps having the appear- 
ance of a wedding invitation will serve as the focal point 
for the window. This card to be lettered in script 
similar to the engraving on a wedding invitation and 
carries the message “The Jones Jewelry Co. requests 
your attention to these gift suggestions for the Septem- 
ber bride.” At the sides of this announcement the 
sketch indicates a small bride and groom. If you do not 
have these in your store, you will find your local de- 
partment store carries them in various sizes. 

A lace runner going from the card down the steps of 
the plateaus will serve to give the impression of a church 
aisle, and engagement and wedding rings can be placed 
on this runner, with gifts for the bride arranged on the 
plateaus and floor of the window at the right and left. 
At the left in the background of the window a nicely 
lettered card with a heading “Weddings to take place in 
September” will be sure to be an attention-getter. The 
society editor of your local newspaper can provide you 
with an up-to-date list of the planned weddings. 

The third illustration for this month’s window sug 
gestions is for a general display and does not carry any 
























The unusual stops crowds. Here the 
unusual is a clever illusion mirror 
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theme idea. However, it will undoubtedly prove to be 
one of the most effective that has yet been suggested by 
this series, although it is the most expensive. However, 
once the required material has been obtained, it can be 
used again and again with equal effectiveness. 

The idea suggested by this sketch is to build a 
shadow box with an illusion mirror at the top and in the 
background of the window. An illusion mirror is two 
pieces of glass with a special treatment of mercury that 
provides them with the ability to act both as a mirror 
and a window. When there is no light back of this special 
glass, it reflects images, but when a light comes on, the 
reflection disappears and the glass becomes transparent 
as a window. This special illusion glass can be pur- 
chased from Semon Bache and Co., 636 Greenwich St., 
New York City, at a cost of approximately $1 a sq. ft. 

A cabinet maker could make the shadow box for you 
and fit in the glass. The size required would depend, of 
course, upon your window. ‘The suggested copy to tie up 
with this is to have your name in cut-out letters setting 
on top of the shadow box with the phrase “Presenting 


Magazines, open to style pages, are 
mounted on easels in this display 





the unusual as usual” lettered on the shadow box itself. 
Other copy appropriate to whatever message you wish 
to convey can also be lettered on the sides of the shadow 
box. 

This illusion mirror can be used in a number of ways. 
Merchandise itself can be displayed back of the glass or 
illustrations such as your own advertising or those taken 
from magazines that are appropriate to the merchandise 
you are displaying can be placed between the two pieces 
of glass, or the flasher arranged on the inside of the 
shadow box so the merchandise or the illustrations ap- 
pear when a light is flashed on, and when the light is 
off those persons looking in your window see their own 
reflections in the mirror. 

To build a unit of this type would probably cost be 
tween $15 and $20 depending upon the size of the glass 
and the craftsmanship put into the shadow box cabinet. 
It is a real attention-getter and is sure to pay big divi- 
dends. 


Eprror’s Notre: The author of this article, third of a 


series, Robert M. Jordan, is sales manager of the Ostby 
& Barton Co., Providence, R. I:, manufacturing jewelers. 
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24 PATTERNS ARE SHOWN IN THIS CASE 


FOR EVERY GIFT PURPOSE—STERLING 


BUSINESS GIRLS, TOP MABhET 


HICH part of society forms the most dependable 
market for sterling silverware? 

Working girls, in their early twenties, answers Julius 
C. Walk & Son of Indianapolis, which has many dis- 
tinguished customers among Indiana’s well known and 
wealthy residents. 

Miss Mary Perrott, manager of their silver depart 
ment, says that of the substantial volume of sterling 
sold by the firm, the great majority goes to business 
women, secretaries, stenographers, clerks, advertising 
copy writers, commercial artists, rather than to the 
wealthy families or to housewives. 

Walk’s records will reveal several hundred such work 
ing girls, who have selected patterns of sterling flatware. 
and are building up complete sets as rapidly as their 
incomes permit. Once a month or oftener, they split 
a pay-check with Walk’s, and add another unit or two 
to their growing services; they may select just another 
piece, or they may, if the check is large enough. buy 
an entire place service at a time. 

Walk’s cultivates the desire for fine possessions in 
young women still in school ages, and during their early 
business careers, so that, with their first experiences of 
having their own money, they will be inclined to make 
silver one of their first possessions. Usually such busi- 
ness girls live at home, are unmarried, and consequently 
have most of their incomes clear, without responsibilities. 
If the desire for fine possessions is instilled in them 
early enough, believes Miss Perrott, they will make a 
bee-line for the nearest silver counter with their first 
pay-check in their hands. 

Credit may be had by those who can furnish adequate 
references, though easy payment plans are not featured 





nor advertised. Some accounts are handled on the basis 
of a standing order for periodic delivery of certain 
pieces, to be paid for at certain intervals. A payment 
plan is also available in some cases, though not offered 
or pushed more than it is requested. 

Walk’s advertisements are conservative, with rela 
tively. small illustrations and type faces, as they believe 
that the bold, slashing type of ad, featuring price reduc 
tions and long credit trems, tends to reduce the impres- 
sion of quality offered. Aspiring to quality and to 
culture, young business women are not particularly 
impressed by price cut offers, and are willing to make 
deep inroads in their incomes to achieve their goal 
Usually a comment that silver may be purchased out o! 
income is made in advertisements, but it is not featured. 

Most merchants regard advertising given school pub 
lications and programs as being mere “hand-outs’’. 
without rea] advertising value. Walk’s feels differently 
about this type of advertising, however, in that these 
vehicles are part of the institutional build-up to young 
girls and women, in creating their interest in fine silver 
before they reach an income age. 

The place service plan has been used extensively and 
successfully, advertising six-piece place sets from $12.67 
up, and suggesting the placement of an order for six 
places, for delivery on specified gift or holiday occasions. 
Walk’s also maintains a complete card index, recording 
the pattern of silver bought by each customer, and keeps 
the information available for the reference of any per 
son wishing to buy the customer a gift. This service 
is also featured in their advertising, bringing the fact 
to the attention of prospective gift buyers like husbands 
and fathers, who might not otherwise choose silver as a 
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TABLE SET WITH CHINA, GLASSWARE, SILVER 


FOR SILVERWARE 


gift, fearing to consult the prospective recipient for 
fear of destroying the surprise element. 

A home sampling service has been instrumental in 
making many sales. Women are invited to drop in at 
the silver department, select ten out of the forty pat- 
terns shown, and have those ten patterns sent to their 
homes for their selection at leisure. This gives the 
customer a chance to place the various patterns against 
her own home furnishings and table linens, to decide 
which fits her other possessions best. Moreover, few 
women can bear to let the beautiful silver leave their 
homes after they have had it a few days. The silver 
is sent in handsome sample kits, accompanied by a price 
list, so that the customer may figure the cost herself, 
and the offer applies to anyone within 100 miles of 
Indianapolis. When the customer has made her decision 
Walk’s calls for the silver. 

An unusually effective system is used in the bridal 
gift business. Engagement announcements are carefully 
recorded, and each Monday morning, each prospective 
bride is called by telephone, cordially invited to drop in 
to select a pattern for reference, and informed that a 
gift has been sent them by mail. No feminine heart could 
remain calm and unfluttered upon receiving the beauti- 
ful bride’s book which is immediately mailed to the 
brides-to-be, bound in snowy white, and tied with a white 
silk cord. A white raised design on the cover outlines 
orange blossoms. In the book is space for the listing 
and description of pre-nuptial events, the names of the 
bridal party and guests, and there are pages to list the 
bridal gifts and donors. In the back of the book is a 
beautifully illustrated pictorial section called ‘The 

(Please turn to page 98) 
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Silver merchandising at Walk’s 


is slanted towards “teen-age girls 


and young women with jobs; 


several hundred are accumulating 


flatwear by planned periodic buying 
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SILVER 
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A rotogravure series 
shows society women 
examining silverware 
and jewels in Walk's 












Walk's makes it easy 
for the bride-to-be 
to select her silver 
pattern through the 
sampling service ex- 
plained in this ad 
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This Simple Stock Control 


SPEEDS 


Q/ HAT subject will make a jeweler rave and rant 
and tear his hair more quickly than turnover? 
The reason for such display of uncontrolled behavior is 
obvious. ‘Turnover is an elusive stranger in the jewelry 
field, since most jewelers turn their stock less than 
one time annually. Nor is there any ready-made solu 
tion to this vexing problem. What 
merchandisers and fewer storekeepers. 
dising includes using certain handy, inexpensive busi- 


is needed is more 
Better merchan- 


ness tools that any jeweler, large or small, may incor- 
porate into the operation of his establishment. 

One of the most essential is some easy-to-operate 
form of stock control to adequately control inventories. 
Merchandising in its broadest sense means having the 
goods your customers want, when they want them, at 
the price they want to pay. Simple, isn’t it? But how 
many jewelers have realized and put it into practice? 
Too many still cling to the horse-and-buggy theory that 
only big business needs business tools. Nothing can be 
farther from the truth. For example, a proper stock 


contro] method whicli can be simple and especially 
adapted to your business will make it possible for your 
inventory to be, at one and the same time, smaller, and 
yy 

Phat 


better rate of turnover, and therefore more profit. 


yet more complete. means fewer lost sales, a 

Although there are many definitions of turnover, the 
simplest one is total net sales per year divided by the 
average inventory. Since there are only two major 
items invelved, turnover may be increased by: (1) in- 
creasing sales, (2) reducing inventory, or, (3) by a 
combination of the two. This article will deal only with 
the problem of how to reduce inventory without losing 
sales. 

The main objectives of a stock control system are: 


(1) 


(2 


To have goods in stock when customers come to buy. 
To control these stocks so as to get the maximum rate 
of turnover, without sacrificing too large a percentage 
of lost sales. 
To aim at complete stocks. 
To uncover slow selling styles, patterns, designs, ete. 
To disclose future fashion and price trends. 
To show what you are selling. 
To reveal what you are not selling. (The goods you 
are not selling are eating away at your profits, reduc- 
ing your turnover, and tying up money that probably 
could be used profitably elsewhere in the business.) 
What type of stock control system does a jewelry 
store need to meet these requirements? It is not easy 
to answer this question categorically and unequivocally. 
As a generalization, bearing in mind that this outline 
will not be applicable to all types of stores, a perpetual 
inventory system is especially suited to jewelry stores. 
Y . . . 
Under this method of control, a running record of stock 
and sales is maintained. Thus at all times the merchant 
can tell at a glance the progress of each individual item 
in stock in relation to the inventory of that particular 
item, 


The installation of such a method of control is rela 
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Turnover 


And you needn’t know bookkeeping 
to install this practical plan. whose 


five steps are explained herewith 


by DR. HARRY DEAN WOLFE 
assistant professor of marketing 
Kent State University 


tively simple and may be done by the merchant himself. 
athe only equipment needed is a loose leaf note book. 
‘rhe system is so simple that the operation of it after 
it is installed, may be detailed to one of the salespeople. 
No knowledge of book-keeping is needed. 


OPERATION OF THE CONTROL 


Step 1. On the price ticket the following information 
should appear: (1) key to manufacturer, (2) price, 
(3) pattern, style, color, etc., (4) season letter. This 
season letter is vitally important in the control of your 
stock for it quickly reveals the age of your stock. If, 
for example, you get two turnovers a year, all goods 
in your stock over six months old should be care- 
fully scrutinized. Such goods are candidates for mark- 
downs. Of course, certain staple items must be car- 
ried in stock regardless of age in order to have 
complete stocks, but a maxim of the successful merchant 
is: “Don’t love your children too long. They will eat up 
your profits.” You fool only yourself when you carry 
old stock in your inventory at the original selling 
price. Incidentally, when you decide to take a mark- 
down, don’t be afraid to price the goods at a figure that 
will move them. When your inventory is composed of 
only relatively active numbers you make more friends 
and at the same time, more money. 

Step 2. Tickets from items sold are kept together 
till the end of the day, and from them sales are deducted 
daily from the inventory record. Or, the information 
may be put on the sales check, and the entries made 
from such checks. A report should be on your desk 
every morning by 10 o’clock, with a detailed analysis 
of all sales made on the previous selling day. Monthly, 
or more often if desired, an analysis should be prepared 
showing the sales made by items during the month, 
together with the inventory of each item. Thus the 
performance of every individual line of goods is quickly 
telegraphed to you. For example, assume you are 
carrying three watch makes in stock. Your control 


record shows that the majority of sales are being made 
(Please turn to page 87) 





























The first wrist watch attachment, th. 
leather “cup" strap, was used by 
nurses and sportsmen. A pocks 
watch or large, open face lady’ 
watch with bow fitted into the cup. 





The first American wrist watch, ad- 


a for soldiers and sailors, had 
eather strap. It didn't take. "Duo" watch holder, the first metal 
Sa watch attachment for wrist wear, had 


a leather strap and a metal clamp. 


















The watch stem, crown and bow went 
through the top loop, and clamps 
held the watch at the bottom. 


From late in 1912 through 1918 the 
"convertible" style was popular for 


First complete wrist watches for 
women had wide metal bracelets 
riveted to opposite sides of the case. 





women's wear. The watch could be 
worn on the wrist or as a sautoir or 
chatelaine, as the owner desired. 


The expanding bracelet used with the “convertible” style had hook ends 
detachable from the bow of the watch and the small lug at other side of case. 





The Victor watch holder, complete 
with expanding bracelet, permitted 
women to wear their chatelaine or 
sautoir on their wrist, with the same 
effect as the "convertible" style 
shown above. It is shown at the left 
detached, and at the right with the 
watch securely in place for wrist use. 





DETACHED 





1917-1927 








The ribbon style era. Black at first, ribbons were next gold or silver tinsel, and then 
of fancy colored designs. The early black ribbon varied from 34 to 3/16 inch and 
was sewed to wide lugs on the case. Hook ends were provided for "convertible" 
style cases and for the Victor watch holders, a large number of which were still in use. 
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Modern Wrist Wateh Attachments Climax 


28 Years of Trial and Experiment 


HO was the first person in the United States to 

wear a wrist watch? This question perhaps will 
never be answered accurately, but it is a safe bet that it 
was someone from Europe who landed here with nerve 
enough to chance our derision and snickers upon seeing 
such a silly idea. 

The first person in America to wear a watch on the 
wrist for utilitarian purposes probably was a nurse. 
Hers was not a complete wrist watch, but an ordinary 
“Q”-size watch made for wear on a chatelaine pin, sau- 
toir chain or guard chain, which was worn in the first 
wrist watch attachment. This attachment was the all- 
leather “cup” or pouch, with a strap on opposite sides 
for securing the watch to the wrist. Only the dial, stem 
and bow of the watch were visible. 

According to available information, the first Ameri- 
can-made watch to be worn on the wrist in other than 
the original all-leather “cup strap” was owned by Maj. 
W. W. Crosby, a former city engineer of Baltimore, 
Md., and an officer in the National Guard. It was in 
the winter of 1910-1911 that Major Crosby, wearing a 
12-size pocket watch in an all-leather cup-style wrist 
strap, visited the retail jewelry store of John W. Mealy 
& Sons Co. in Baltimore. 

To J. S. Murphy, the watchmaker, he said, “Why 
doesn’t somone invent something other than this clumsy 
leather cup strap for holding a watch to the wrist?” 

Watchmaker Murphy answered, “Come back in two 
days. I'll have something,’ without the slightest no- 
tion of what that “something” would be. 

In two days, made by hand, the first metal watch 
attachment resulted, and soon thereafter a basic patent 
for it was obtained. This was the “Duo” watch holder, 
which, when afterward improved, was sold as the “Vic- 
tor” watch holder by the Mealy Mfg. Co., of Balti- 
more, Md. 

When this watch holder originally was offered to 
wholesale jewelers they laughed and said no one ever 
asked for anything of the kind and, therefore, they 
would not buy. Retail jewelers everywhere purchased 
these holders, but not without first voicing their opinion 
that the idea of even a woman wearing a watch on the 
wrist was absurd. 
could only be sold to the retailer by the salesman’s 
acceptance of the dealer’s bet that even should the wrist 
watch become a fad among women, the fad would die 
in six months. The idea of a man wearing a watch on 
the wrist did not exist. 

The first wholesaler to buy the “Duo” watch holder 
was D. C. Percival & Co. of Boston. On the occasion 
of the first showing on Maiden Lane of this watch at- 
tachment by Charles A. Mealy there was much curiosity, 
and the device was the subject of so much gossip “on 
the Lane” that Mr. Mealy was approached by a stranger 
who stated that Charles W. Harman, of Joseph Fahys 


In some cases the new watch holder 
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Charles A. Mealy, the man who patented 
the first metal watch attachment, reviews 
the development of the wrist watch from 


the leather eup and strap of 1910 


Watch Case Co., wanted to see this much talked of 
attachment. Upon seeing it, Mr. Harmon stated, “its 
sale will prove the outstanding influence toward the 
adoption of the complete wrist watch by American 
women.” Those who are familiar with the rapid accep- 
tance and large sales of the improved Victor watch 
holder and bracelet attached will, no doubt, concede 
the correctness of Mr. Harmon’s predfction. 

At that time no cases for wrist watches were made 
in the United States. The vogue was for wear on a 
chatelaine pin, a guard chain reaching to the shirtwaist 
belt, and later for wear on a sautoir chain. There were 
no metal watch bracelets, and even the first metal watch 
holders were secured to the wrist by straps made by C. 
J. Rumpp & Sons. 

Almost simultaneously with the introduction of the 
metal watch holder, a few imported diamond wrist 
watches were to be seen, but only in the ultra retail stores 
of America’s largest cities. Only the rich faddists could 
afford these first wrist watches, and there were few 
takers. Even these retailers were skeptical. 

The first wrist watch advertisement to appear in 
THe JewevLers’ CirrcuLar was in November, 1911, by 
the New England Watch Co., of Waterbury, Conn. It 
was fitted into a strap and was described as “suitable 
for soldiers and sailors.” 

In the Spring of 1912 the first metal bracelets for 
wrist watches were released. In quick succession adver- 
tisements of American and Swiss wrist watches ap- 
peared. These were “for ladies only.” They were 
round and large, compared to present day sizes. The 
metal expanding bracelet was riveted to opposite sides 
of the case. The bracelet had six or more links. Inside 
each link was a coiled spring. 

The first all metal watch bracelets were made by John 
T. Mauran Mfg. Co. of Providence and Untermeyer 
Robbins Co. of New York. These were quickly fol- 
lowed by similar bracelets made by Ostby & Barton Co. 
of Providence. D. F. Briggs Co. adapted its “Carmen” 
expanding bracelet for watch use, and S. O. Bigney Co. 
introduced a wide expanding chain watch bracelet. 

Imports of smaller round Swiss wrist watches and the 
production of smaller American movements became pop- 


Narrow expanding watch bracelets were needed 
(Please turn to page 93) 


ular. 
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— E competition from the cut-price catalog house under which legitimate retail jewelers have 
been suffering reminds us of Mark Twain's famous remark about the weather——‘‘Everybody 
talks about it, but nobody does anything about it.” 

Of course, that isn’t literally true. A few people here and there in the trade have done splendid 
work in combating this insidious evil, and all honor to them! 

But the real cleaning up of this situation isn’t a job that can be done by just a few people 
no matter how hard they try. It’s something that needs the help of everyone, and that every 
legitimate jeweler certainly has strong reason to take part in. 

What can you do? Plenty! Here’s one very practical way in which any and every retail jew- 
eler can make his influence felt without having to set up any organization, and without spending 
a dollar. 

In practically every locality there are one or more large employers in whose offices and fae 
tories industrial jewelry catalogs are circulated. In many instances the top executives are not even 
aware that this is being done, and in others. although they may know of it, have never realized 
what it means. 

In either case, local retailers who have gone to such employers and talked to them about it have 
found that many of them readily agree to put a stop to the practice when their attention is drawn 
to it and to the harm it does. 

Plenty of compelling reasons can be shown as to why the distribution of these catalogs should 
not be allowed in their offices. Most manufacturers depend for their own business upon the dis- 
tribution of their products through regular legitimate channels and can readily see the danger of 
encouraging a form of selling which tends to break down the regular retail structure, and which. 
if encouraged, may in time spread to other lines and affect their own business. 

They can be shown how the presence of good retail establishments makes the community a 
better place to live and work, and thus that it is to their own interest both as individuals and em- 
ployers to encourage good retailers rather than to create difficulties for them. 

They can be shown that the retail establishments of a town pay a large part of the local tax 
bill, and so lighten the load that would be placed on the manufacturer if those retailers were forced 
out of business. 

They can be shown how in many items the alleged “saving” offered by the industrial catalog is 
not a saving at all, but is actually a higher price than the same goods would cost at a legitimate 
retail store, and therefore, that instead of helping their employees to buy at lower cost, they are: 
realiy, even though innocently, letting themselves be made a party to gypping the men and women 
who work for them. 

Specific instances of goods on which your prices are as low or lower, are particularly helpful 
in clinching this latter argument, and will not be hard to find in any such catalogs that may be 
available to you, in view of the inflated “list prices” generally shown in these books. 

All this is a job that any one jeweler can do individually or in company with one or two others. 
It needs no association or treasury—just an informal getting together of two or three fellow mer- 
chants who will take a little time and trouble to prepare their arguments and present them to the 
executives of the offices and factoies where the catalogs are being used. 

One afternoon a week will enable you to make a lot of contacts in a month’s time, and you may 
be surprised at how many of them you can sell the idea. 

“God helps those who help themselves.” I.ET’S GO! 
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EUROPE LIKES FLOWER JEWELRY 


LonpoNn—Platinum foundation jewelry, mostly in 
corsage clips, earrings and bracelets, reminiscent of the 
Victorian posy, constitutes the latest in fashion modes 
in Europe this summer. Sapphires, emeralds, rubies and 
diamonds are the principal stones used in these pieces 
characterized by their delicacy and lightness of setting. 

A number of sapphires interspersed with tiny rubies 
and with a background of diamond leaves form a flower 
ornament which can be utilized as a clip brooch or a 
platinum “manacle” bracelet. The posy earring usually 
has half a dozen small colored stones in bouquet form. 
Mounted on a clip it rests right on the ear lobe, or can 
be suspended from the ear by a slender platinum chain. 

An attractive earring design is in the form of a double 
hoop about the size of a nickel. A pair of carved love- 
birds are perched in the hoops, one being in diamonds 
and the other in sapphires. Brilliants are used for eyes. 

Jewelry craftsmen here have obtained ideas from 
some of the heirloom pieces worn by foreign visitors 
attending the Countrywomen of the World Congress. 
Some delegates wore earrings which attracted consider- 
able attention—especially those from Scandinavia. Some 
were triangles of gold on slender chains with filigree 
work as fine as a cobweb containing central precious 
stones. The peasant earring design—large crystal drops 
held in golden claws—proved a novelty and jewelers are 
being asked here for designs similar in appearance to 
these ornaments. 

White and green gold mixtures used in making up 
large brooches and wide “manacle” bracelets are becom- 
ing popular for afternoon and beach wear, as well as in 
the evening. One of the most artistic designs in this 
category is the gold clip water lily brooch which can 
be divided into a pair of clips. 


| Write for Your Copy of Sydney H. Ball's 
| "World Review of the Diamond 


Industry in 1938" 


| Due to the exceptional interest of Sydney H. Ball's 
| "World Review of the Diamond Industry in 1938," 
| The Jewelers’ Circular-Keystone has published 
the entire review in booklet form. The page size is 
| 9x 12 inches. Upon request, a copy will be sent 
| free of charge to any diamond or stone importer, 
| manufacturing, wholesale or retail jeweler who asks 
| for it upon his business letter head. 
| "The World Review of the Diamond Industry in 
1938" contains a map showing all the diamond- 
producing nations and the dollar value of their 
production, and a chart showing the employment 
of diamond cutters in the various cutting centers 
between 1860 and 1938. In addition much supple- 
mentary material will appear, including production 
data for the Gold Coast, Sierra Leone, South-West 
Africa, Tanganyika Territory, French Equatorial 
Africa, British Guiana, miscellaneous areas such as 
Brazil, New South Wales, Borneo, Liberia and 
Abyssinia, and a report on industrial diamonds 
produced during 1938. 
Let J.C-.K. present you with a complimentary 
copy of this source-book, a veritable mine of in- 
formation for everybody who sells diamonds. 
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AGAIN— 


We extend a cordial invita- 
tion to the jewelers attending 
the convention of the 


A.N.R.J.A. 
Waldorf-Astoria Hotel 
New York 
August 28-Sept. | 




















to visit our New York office 
to see the splendid selection 
of Pearl Necklaces in seven, 
five, three, and single strands 
—Pearl Bracelets—and single 
individual Pearls up to 50 
grains that we have to offer at 
this time. 





And when at the New York 
World's Fair be sure to see the 
beautiful “Liberty Bell" in the 
MIKIMOTO exhibit, made with 
11,4600 MIKIMOTO PEARLS and 
366 Diamonds. 






MIKIMOTO CULTIVATED 
PEARLS are building busi- 
ness and making profits for 
those jewelers who display 
and feature them for every 
gift occasion. . 


wy: 
K. MIKIMOTO, inc. 


New York, 630 Fifth Avenue 
Chicago, 55 E. Washington St. 
San Franciscoo, 209 Post St. 
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Putting Diamonds Back into 
Circulation 


a 12,000 retail jewelers in the United States have 
been wishing and praying that something could be 
done about it—and now the DeBeers Syndicate with its 
associated companies comes along with the announce- 
ment of its magnificent diamond advertising campaign. 

No one needs to be told—least of all the jeweler- 
that the American people are (or have been) diamond- 
minded. The diamond business has been the backbone of 
the jewelry trade in this country. If the diamond busi- 
ness was good, the jewelry business was good. 

Through the long years of deprivation which the 
American people have been enduring there has been a 
progressive starvation for the things that constitute the 
margin of material enjoyment above mere subsistence 
levels. There is a real hunger for luxury with all that 
that word implies. 

As recovery continues, this hunger will begin to de- 
mand satisfaction. The deep-rooted longing for personal 
adornment should find increasing expression with the 
gradual regeneration of buying power. 

But the recovery of the jewelry business—and of the 
diamond business in particular 





cannot afford to place 
too much dependence upon automatically receiving its 
rightful share of the general increase in buying that will 
result from the return to better times. Competition from 
other kinds of goods is fighting vigorously with every 
weapon of modern merchandising to capture a_ bigger 
and bigger share of the part of the consumer's dollar 
that traditionally went to the jeweler. 

As recently as 10 years ago, $1.09 out of every $100 
spent in retail establishments of all kinds in the United 
States went to jewelry stores. In 1938, jewelers got 
only 80 cents out of every $100 spent at retail. It is not 
merely a case of jewelry sales having decreased along 
with those of other goods during the depression— 
jewelry volume has declined even more sharply than the 
general average of sales in other lines of consumers’ 
goods. 

The reason is not hard to find. Such products as au- 
tomobiles, radios and other electrical equipment have 
done a real job of selling Mr. and Mrs. John Q. Public 







Diamonds must battle 
hard for popular favor 


on the desirability of their products—they have made 
people want them while the jewelry trade has let itself 
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National advertising has helped jewelry’s rivals 
for the consumers’ spendable income--automoe- 
biles, furs, radios. travel tours—in the battle for 
sales. DeReers Consolidated Mines’ advertis- 


ing will turn a similar spotlight on diamonds 


be lulled into a false sense of security by the belief that 
diamonds and jewelry are so desirable in themselves 
that the public would continue to buy them as they had 
in the past, without any effort being exerted to stimulate 
the desire for them. 

In times past no one had to assert that “diamonds are 
desirable.” Literature throughout the ages attests the 
fact that jewels have always been a symbol of the qual- 
ity of desirability itself, and under conditions of the nat- 
ural evolution of trade the diamond suffered from no 
other object of desire—it was supreme. 


The diamond 
was supreme 





But this supremacy among goods of its class—those 
which appeal to the innate love of beauty, of treasured 
rarity and of unrivaled display—is no longer without 
challenge. 

Products that were undreamed of 50, or even 25 years 
ago have come into being, and backed by advertising 
and selling genius have made themselves, in the mind of 
the consumer, more and more necessary and desirable. 

This is a challenge that must be met if jewelry is to 
regain and hold its rightful and natural place in the 
affections and desires of men and women. To do it re- 
quires the same sort of stimulation of desire for owner- 
ship—the same sort of advertising, promotion and sell- 
ing—that other industries have employed so successfully. 

Our compliments to the DeBeers Consolidated Mines 
and its associated companies for undertaking this task 
which only a big and financially strong organization 
could attempt. 

According to their announcement, a comprehensive ad- 











Congratulations 


to the De Beers Consolidated Mines, Ltd., 
for their foresight in sponsoring a 
great National Advertising Campaign 


to promote the sale of Diamonds. 


"7 
Zi 


ARNSTEIN BROS. & CO. 


DIAMONDS 


608 Fifth Avenue 
New York 


AUDREY HOUSE, ELY PLACE AMSTERDAM 
LONDON 2 TULPSTRAAT 











64 THE JEWELERS’ CIRCULAR- KEYSTONE 
for August, 1939 














vertising and publicity campaign will reach the public 
months of September, October, November 


during the 
r, just prior to, and in connection with, the 


and Decembe 
big retail jewelry season of the year—Christmas. 


Such advertising and publicity are a potent weapon of 
marketing which in the realm of jewelry and gems, and 
for diamonds most of all, should be particularly effective. 

Diamonds are surrounded by a wealth of lore and leg- 
end—they are inherently interesting and fascinating to 
the public, and well-planned publicity concerning them 
has the magic element of “acceptance” with all editors 
because they know well their natural human interest. 

Eleven national magazines with a combined circula- 
tion of many millions of readers will be included in the 
campaign of paid advertising. Large space in color will 








ss 
pA\LLIONS OF RERY 


In the women's magazines, the appeal 
is aimed at feminine love for beauty. 








be used in Ladies’ Home Journal, Vogue, Harper’s 
Bazaar, the Saturday Evening Post, Life, Time, New 


Yorker, Fortune, Town and Country, Country Life and 

To the "quality market," 
the family pride in its 
heirlooms is emphasized. 





Spur. 
It will be noted that this list includes periodicals 


aimed at both what are generally spoken of as the 
“mass” and “quality” markets. Different types of copy, 
geared to the varying temperaments and buying habits 
of the different income groups, will be used to give the 
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FORESIGHT - 


The foresight of the De Beers Consolidated 
Mines, Ltd, in inaugurating a National Ad- 
vertising Campaign on Diamonds will cer- 
tainly be rewarded by increased consumer 
interest in fine jewels. We heartily endorse 


their campaign. 


DIAMONDS 


Round and Fancy Shapes 


DIAMOND JEWELRY 


Bracelets — Rings — Clips 


Pearls and Precious Stones 


HARRY WINSTON, Inc. 


BRITISH EMPIRE BUILDING 
ROCKEFELLER CENTER 


620 FIFTH AVENUE NEW YORK 
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QDiemonts Cnhanee 


® The Renaissance, that 15th century revival of the arts and the culture and 
refinement of civilization. saw the commencement of the crude cutting of 
diamonds in Europe and the wearing of these rare and prized gems by the 
nobility and well to do. ® Centuries of experiment have perfected the art of 
cutting. Master craftsmen mount diamonds in a magnificent variety of pieces, 
often with metals unknown to ages past. And, with all this progress in jewel- 
craft, the controlled production and distribution of diamonds has brought them 
not only to men and women of wealth but to persons of the most modest means. 
® Now that the DeBeers Consolidated Mines’ advertising program promises 
a Diamond Renaissance in the United States, THE JEWELERS’ CIRCULAR-KEYSTONE 
presents on this and the following pages a diamond jewelry style show, starring 
John Robert Powers’ models gowned for street, daytime and evening, wearing 
newly created diamond jewels. © Jewels on this page by J. Mehrlust, New 
York. Photos of models by courtesy of the Jewelry Industry Publicity Board. 
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FALL CREATIONS 4 JAFFE 


A most comprehensive stock of Diamond 
Jewelry available on memorandum to any 
responsible jeweler. 


Forty-seven years spent in the manufacture 
of exquisite jewelry is your assurance of 
customer satisfaction. 


In addition to the articles reproduced here- 
with our line includes extensive selections 
of diamond bracelets and interesting assort- 
ments of diamond set clips, brooches, wrist 
watches, wedding rings, dinner rings, 
mountings and watch attachments. 


A. JAFFE & SON, INc. 


Established 1892 
608 Fifth Avenue + New York City 
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A black and diamond en- 
semble for bridge or in- 
formal dinners. @ Tiny 
hoop earrings of diamonds 
for formal daytime wear; 
a diamond clip-brooch for 
day or evening; a flexible 
platinum bracelet with dia- 
mond buckle; a diamond 
watch on a bracelet of 
round and baguette dia- 
monds, and a cocktail ring 
of diamonds and rubies — 
the only note of color in the 
striking ensemble. @ Jewels 
from J. Mehrlust, New York. 








Established 1866 


Importers and Cutters of 


608 Fifth Avenue, New York 















i . Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 
64. West 48th Street London—23 Holborn Viaduct 











Emerald Cut and Marquise 


DIAMUNDS 


Gems of unusual value and beauty are 
available from our stock at all times. 
We are prepared to cooperate with you 


on whatever your requirements may be. 


STAR 
SAPPHIRES 


from exquisite pale tones to rich deep 


blue, unmounted or mounted in Cuff 
Links and in Rings for men and women. 


SAPPHIRES © RUBIES © EMERALDS 
STAR RUBIES ® PEARLS ® CAT'S EYES 
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¢ Fashion, of course, decrees gold jewelry 
for daytime wear, and diamonds serve here 
to illuminate the yellow metal and colored 
stones. ®For daytime wear, this soft wool 
dress is properly accented by gold and dia- 
mond jewelry. Gold clips with a center de- 
sign of diamonds and a band of square cut 
rubies are worn with a bracelet of unusual 
design set with the same stones. Gold circle 
ear-clips with diamond and ruby centers, and 
a heavy gold sport ring with diamonds and 
rubies complete this fashionable ensemble. 











® The highly individual clip shown directly 
above is made of gold. Tri-dimensional, it 
is set with round diamonds, and with ruby 
beads accented with small round diamonds. 
Jewels from Oscar Heyman & Bros., N. Y. 
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J Oscar Heyman x BROTHERS inc. 
7 MANUFACTURERS AND GEM IMPORTER $ 
G42 FIFTH AUE.NEW YORK CITY 

















For Your Own Good . . . Support The Jewelry Industry Publicity Board 














HENRY !. JACOBSON GERALD N. JACOBSON SERENO P. DAVIS 


JACOBSON BROTHERS 


EST. 1889 


DIAMONDS 


551 FIFTH AVENUE NEW YORK 


EUROPEAN OFFICE: 86, Rue du Pelican, Antwerp, Belgium 
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Chir Stones 















Generous with their light, diamonds are good 
neighbors for colored gems. They add alike to 
the loveliness of their wearer and to the other 
stones mounted near them, as these jewels wit- 
ness.. ® Magnificent clip combination utilizing 
round and baguette diamonds to set off 16 star 
sapphires; bangle bracelets, one smaller than 
the other, made of platinum set with sapphires 
complemented with diamonds; and dinner ring, 
combining sapphires with round and baguette 
shaped diamonds and an emerald cut diamond. 





Worn by milady at the 
right but not shown 
above are unusual ear- 
rings oi two crescents 
of diamonds, with a 
pear-shaped diamond 
hung from the _ top. 
* Jewels by Oscar Hey- 


man & Bros., New York. 
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SINGLE CUTS @® MELEES @ SIZES @ FANCY SHAPES 


2 WEST 46TH ST., NEW YORK 


AMSTERDAM ANTWERP PARIS 
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¢ The myriad shapes into which 
diamonds are cut give artist-crafts- 
men a free hand to express in 
shimmering loveliness an infinite 
variety of themes. ® The necklace 
is a delicate flower and leaf pat- 
tern, all of diamonds, with a kite- 
shaped pendant in which is sus- 
pended a diamond of the same 
shape. Clips of diamonds, which 
when put together make a brooch, 
have a leaf and branch design with 
emeralds simulating little buds. 
A cabochon cut emerald ring ac- 
centuates the only color in this 
ensemble. A wide diamond brace- 
let and earrings complete this 
beautiful collection. ® Jewels by 
courtesy of J. Mehrlust, New York. 
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Diamond and 
Faceted Ruby 


Flower Clips. , 
o* ‘ 
. o. * 
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Emerald Cut Diamond 
oT ato M ela -ti-teBstolo)oalia- 


Bracelet. 
= 


: la . eB Diamond and Ruby 
'Woleyt-Mo) mile) lali-om Ollelulelaler; a. , he . Jabo Clips. 
Star Sapphires * Star Rubies - 
Emeralds + Catseyes 
Memo Selection 
Cheerfully sent to 


responsible jewelers 


a Uris lope Ve. 


48 WEST 48th STREET* NEW YORK 


Importers of Diamonds and Precious Stones 














@ 
Greetings! 
Our compliments and heartiest congratu- 
lations to the DeBeers Diamond Corpo- 
ration on their National Advertising 
Campaign. This is deserving of the 
thanks and wholehearted cooperation 


and support of the entire jewelry trade. 


Schless-Harwood Co., Inc. 


Diamonds 
2 West 46th Street New York 
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The Trend of Diamond Imports 


by SYDNEY H. BALL 


N the March issue of this journal two years ago, a 
I graph of the imports of diamonds into the United 
States from 1927 to 1936 appeared; the graph brought 
up to date is published below. It will be noted that the 
fluctuations in rough imports are markedly less than in 
those of cut. 

The dollar value of diamond imports, as reported by 
the Bureau of Foreign and Domestic Commerce, from 
January 1, 1927, to May 31, 1939, follow: 


Year Cut Rough Total 
1927 $40,736,331 $11,470,026 $52,206,377 
1928 44,686,486 12,223,176 56,909 662 
1929 42,007,054 9,871,975 51,879,029 
1930 23,267,706 5,640,789 28,908.495 
1931 11,964,820 3,913,599 15,878,419 
1932 7,826,242 1,602,665 9,428,905 
1933 8,360,233 1,658,072 10,018,355 
1934 9,900,900 2,860,942 12,640,178 
1935 15,530,260 4,271,802 19,802,062 
1936 22,707,703 6,230,902 28,938,605 
1937 29,860,396 7,729,663 37,590,059 
1938 17,016,842 7,077,159 24,094,001 
First 5 mos. 

1939 11,041,088 2,849,254 13,890,342 


The trend of the graph is very like that of depart- 
ment store sales for the same period, although the peaks 
are higher and the valleys lower. The graph is more 
similar to that of stock market prices and the fluctu- 
ations of the two, unfortunately, are equally marked. 
The slump of imports in 1938 was warranted by the 


business depression of last year and probably accurately 
marks the extent of that depression. Import figures for 
the first five months of 1939 are encouraging and suggest 
that, while 1939 imports may not equal those of 1937, a 
good year in the trade, they probably will slightly ex- 
ceed those of 1936. 
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TOTAL a DIAMOND 
IMPORTS 


Retail jewelers’ sales so far this year, while above 
those of 1938, have increased less than have diamond 
imports. On the other hand, the manufacturing jew- 
elers’ sales in the first quarter of 1939 are said to have 
been fom 30 per cent to 40 per cent up from those of 
the corresponding period of 1938, and the increase is 
not inconsistent with the present betterment in business. 

The gain in imports is not due to stones brought to 
the World’s Fair for exhibit purposes, for such stones 
are entered under bond and are not included in the sta- 
tistics. Undoubtedly some industrial diamonds have been 
sent over from Europe to America this year for safe- 
keeping, but normal imports of rough do not indicate 
that such has been the case so far as rough is con- 
cerned, and the duty payable on cut imports is too high 
so far as the cut imports are concerned. 

The price of rough in London continues firm, with 
shortages in stock of fine large rough and of certain 
classes of smaller sizes. This, together with the Federal 
wage and hour bill, suggests higher prices for fine 
jewelry. 

The future looks fairly promising. The magnificent 
exhibits of jewels at the World’s Fair are creating 
much interest in gems, and later in the year, for the 
first time in history, the diamond will be adequately 
advertised. These factors, together with the use of small 
stones in pavé jewelry; the increased purchase of fine 
gems for investment, and the tremendous increase in 
the use of diamonds for industrial purposes should spell 
larger diamond sales. Few American jewelers appre- 
ciate that 75 per cent of the world’s diamond production 
is used, and, I may add, used up, in industry. Many 
stones which ten years ago would have been cut for 
jewelry are now sold to shape automobile and aeroplane 
parts. 
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M. ELKON COMPANY 


Jmporters and Cutters of 


Diamonds 
580 FIFTH AVENUE 
NEW YORK, N. Y. 


86 RUE Du PELICAN HILLBROW HOUSE 
ANTWERP JOHANNESBURG, S. A. 
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The Jeweled, Half-Round Party Box 


NNOVATIONS in styling have a disconcerting way of startling the observer, who is 
apt at first to dismiss the innovation with the remark, “It’s impractical” or “It’s so 
different from what women have been used to that they’ll never accept it.” But if the new 
departure in design has real merit, the smart public accepts it; the manufacturer and 
distributor with imagination and foresight profit; and the Doubting Thomases have missed 
something good. 

So, we predict, it will be with the metallic party box of elegant originality that appears 
on this page, through the courtesy of the Parisian jewelry fashion publication, “L’Officiel 
de la Bijouterie et Accessoires.” Although it appears less voluminous than the rectangu- 
lar type, this box, which is semi-spherical in shape, provides no less ample space for 
beauty aids and smoking accessories. In fact, the depth afforded by the dome-shaped cover 
provides extra room for odd-shaped or bulkier fittings which would not go into the limited 
shallow space of the ordinary flat party box. 

The floral ornament indicates platinum, with round and baguette diamonds and colored 
gems. The stem of the flower forms the handle of the box. 
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- , | | DANIEL PRICE, PresipEnt Wa. C. GRUNER, Treas. 
Unique selection of C. L. BLEECKER, Vice-PresipeNi ARTHUR KNAPP, Sec’y 
Mounted Pieces set with | 

| 
Diamonds, Pearls, Rubies, | 
| CHARLES MARX STEPHEN J. MARX 


Emeralds and Sapphires 


for your inspection. 


— DIAMONDS ony 


. 
American Cutting of The Better Grade 
WALTER EITELBACH & CO. |] ¢ 
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gan Filth Avenue CAREFUL GRADING AS TO 
NEW YORK a 


PERFECTION 
and CUTTING 
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You are cordially invited to visit 
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TRADE LEADERS INDORSE CAMPAIGN 
oy teoamnuetion commendation throughout the 


jewelry trade has greeted the announcement by the 
DeBeers Consolidated Mines and its associated com- 
panies, of the advertising campaign they are about to 
undertake to stimulate the sale of diamonds in the United 
States. 

“Wonderful news,” “A great help to the trade,” 
“Should be an enormous aid to bigger jewelry volume” 
was the unanimous keynote of the letters that have been 
pouring in to this office since the publication of the news 
last month. 

To all of which Tue Jewerers’ Circutar-Keystone 
adds a hearty “second the motion.” Diamonds have long 
needed some such consumer stimulant to meet the compe- 
tition of other kinds of goods for the consumer’s dollar, 
and several years ago this magazine began advocating 
to the DeBeers’ executives a big scale campaign of adver- 
tising and publicity to make people more interested in 
and desirous of jewelry. 

Now such a campaign is being started—a campaign 
which should help to increase the sales of every jeweler 
and help him to resist the inroads of other kinds of 
merchandise upon America’s luxury dollar. 

Space limitations prevent our publishing in full the 
many letters of indorsement that have been received, but 
the few which follow, from prominent men in the indus- 
try are typical of all. 

ALEXANDER E. ArwnstEIN, of Arnstein Bros. & Co., 
diamond importers, says: 

“My firm is convinced that the forthcoming adver- 
tising and publicity campaign by the DeBeers Co. is 
the most constructive move that has taken place in many 
years. We are all accustomed to the price stabilizing 
policies of the DeBeers Co. which have been in effect 
for so very many years, but this move gives still further 
strength and confidence to the diamond market, and 
should, without doubt, bring increased volume to the re- 
tailer and great benefits to the entire industry.” 

B. Eicuspera, of Kichberg & Co., adds: 

“We were happy to see the recent announcement of 
the advertising campaign planned by the Diamond Syn- 
dicate and realize how intensely gratified you must have 
been to have finally brought to a realization that dream 
and hope of our industry. 

“In the many years we have been in business, many 
issues have arisen affecting the trade on which there has 
been room for honest differences of opinion, but here is 
something about which no question can exist. Everyone 
of us realizes the crying need for national advertising 
of diamonds on a large scale. 

“At every turn of our daily lives we see magazine 
advertisements, bill-boards, radios, etc., pounding into 
the consuming public the thought that they should buy 
a new car, a new camera, a new cruise, or some other 
luxury, until we cannot help but be confronted with the 
question: ‘What percentage of the luxury dollar is left 
for the jeweler?’ Diamonds need this same intensive 
effort that is being used so universally to promote the 
sale of other luxury goods. 

“We have worked for years toward this advertising 
appropriation and are also mindful of the help of Tue 
JEWELERS CrircuLar-KeysTone, the various trade asso- 
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Jewelry on exhibition 
Mon. & Tues., Aug. 28th and 29th | 
between 10.00 A. M. and 4.00 P. M. of 
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DANIEL GREENWALD 
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ciations and others in the industry whose united efforts 
have helped to attain this splendid objective.” 

Myron J. Everts, President of the American National 
Retail Jewelers Association, says: 

“IT am sure that every jeweler in the United States 
will read your article on the DeBeers diamond adver- 
tising campaign with a great deal of interest. 

“This is an age of competition, not so much between 
the individual jewelers as between jewelry store mer- 
chandise and other types of merchandise, and diamonds 
have suffered in competition with other lines. 

“I am sure that the DeBeers people are following 
the proper course in their advertising campaign, and | 
know that every jeweler in the United States, both large 
and small, wants to see it develop into an outstanding 
success.” 

Wixuiam Gipson, president of the National Associa- 
tion of Credit Jewelers, writes: 

“As you know, I have been studying the ebb and flow 
of the diamond business in this country for several years, 
and finally came to the conclusion that something had 
to be done to bolster it up. 

“It is my opinion that if this campaign is consistent 
and well done, it will be a mighty impetus to the dia- 
mond business in this country. 

“T cannot close without giving praise to THe JEwe-- 
ers’ CrrcuLAR-Keystone for their work. Always behind 
the scenes with expert advice and help. You deserve 
the thanks of all jewelers.” 

AvBert L. Goupvis, of Goudvis Bros., diamond im- 
porters, remarked: 

“It gives us great pleasure to endorse this splendid 
advertising campaign instituted by the De Beers Con- 
solidated Mines, and it is our sincere hope that it may 
lead to a realization by the public that a diamond bought 
from a reliable source is a most desirable and prized 
possession.” 

Sipney B. Gurrein, of Louis Gurfein & Son, com- 
ments: 

“A systematic campaign to stimulate desire for owner- 
ship of diamonds is the very thing the jewelry industry 
has sorely lacked in its competition with the intensive 
sales drives of other lines of merchandise. Our com- 
pliments and congratulations to the De Beers Syndicate 
for undertaking a much needed job.” 

Henry I. Jacosson, Jacobson Bros., applauds: 

“We congratulate the DeBeers Consolidated Mines, 
Ltd., on the inauguration of the national advertising 
campaign for the promotion of diamonds. We wish to 
express our gratitude and appreciation to all the organi- 
zations, firms and individuals whose efforts helped to 
make this possible. This campaign will prove the 
greatest stimulus to the retail jeweler that the diamond 
industry has ever known.” 

Lazare Karwan, of Lazare Kaplan & Son, Inc., im- 
porters and cutters of diamonds, and cutters of the 
Jonker diamond, said: 

“Our heartiest compliments to the De Beers Consoli- 
dated Mines, Ltd., on their advertising campaign, which 
should be a boon to the retailers throughout the country 
in furthering the sale of diamonds. Dealers everywhere 
should cooperate in every way to support this grand 
gesture and capitalize to the fullest extent on this ex- 
tensive advertising schedule.” 
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DeBeers Consolidated Mines Ltd. 
E heartily congratulate 


the De Beers Consoli- 
dated Mines, Ltd., for their 
vision in sponsoring a Nation- 
al Advertising Campaign to 


promote the sale of Diamonds. 


Allow us to congratulate you 
on your promotional and pub- 
licity campaign of advertising 
to increase and advance the 
sale of diamonds. Your fore- 
sight is commendable. Your 


= efforts will receive our cooper- 


ation and support. 


MAURICE TISHMAN, INC. 
Makers of Fine Diamond Jewelry J. & L. HARTZBERG 


Diamond Importers Manufacturers of Platinum Diamond Jewelr) 


607 FIFTH AVENUE NEW YORK Importers of Diamonds 
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Water N. Kaun, L. & M. Kahn & Co., diamond im- 
porters and cutters, thinks that: 
“The jewelry industry as a whole should view with 


real satisfaction the efforts of the DeBeers Consolidated | 


Mines, Ltd., in sponsoring this broad campaign of con- 


structive advertising. Both retailers and wholesalers | 
alike are certain to benefit by this very worth while | 


program. 


Jacogues ManveLBauM, of Jacques Mandelbaum, Inc., 


importers and cutters of diamonds, said: 

“The advertising campaign instituted by the DeBeers 
Consolidated Mines, Ltd., should prove a boon to the 
entire jewelry industry. It will fill a longfelt want and 
will attract new customer interest to diamonds.” 


Cuartes Marx, diamond importer, commented: 

“The diamond trade and jewelers everywhere should 
welcome with thanks the forthcoming promotion of dia- 
monds by the DeBeers Consolidated Mines, Ltd. This 
yast advertising campaign no doubt will stimulate the 
sale of better grade diamonds and tend to increase sales 
volume.” 


Cart Ornstein, of J’. D. Import Corp., believes: 

“The strong position of the diamond syndicate is 
again being proven, as in the past. Their policy of up- 
holding the prices and the constant cooperation with the 
diamond markets is giving us today a greater advantage 
with the advertising campaign being sponsored by the 
DeBeers Consolidated Mines in the United States. It 
is our opinion that this campaign will further stimulate 
diamond buying.” 


Lioyp G. Parrer, of S. H. Clausin & Co., Inc., Min- 
neapolis, president of the National Wholesale Jewelers 
Association, said: 

“The diamond advertising promotional and publicity 
campaign of the De Beers Consolidated Mines, Ltd., has 
been enthusiastically received by all members of the 
National Wholesale Jewelers Association. Officials of 
the Association consider the announcement one of the 
most important of the decade worthy of the attention 





and cooperation of every individual in the industry. We | 


congratulate the De Beers Company and every member 
of our Association pledges full support in all phases of 
sales and advertising effort.” 


Daniev Price, president, Wm. 8S. Hedges & Co., dia- 


mond importers, and President of the Jewelers’ 24 Karat | 


Club, comments: 


“The national advertising campaign announced by the | 


DeBeers Diamond Corp. appears to me to be perhaps | 
the greatest help that has been extended to the jewelry 
trade. I congratulate the Syndicate on its foresight, and | 
express the hope that retail jewelers everywhere will | 
take advantage of this opportunity for increased busi- 
ness.” 


Lee ReicuMman, of Reichman Bros., Inc., diamond 
importers, remarked: 


“We heartily commend the DeBeers Consolidated | 


Mines, Ltd., for their vision in promoting an extensive 
national advertising campaign, which should materially 
assist in making the public more diamond-conscious.” 


Harry Winston, diamond importer, purchaser of the 
great Yonker diamond, said: 





FINE RING SELECTIONS 
AIR MAILED To you 


PLATINUM, “ORIENTA CULTURED PEARLS, DIAMONDS 
We will promptly AIR MAIL a choice selection of 
‘‘Orienta’’ Cultured Pearl Diarrond and Platinum Rings. 


(Please specify price range desired.) Profitable sales 


are continually being made from fine LET THE 
‘Orienta”’ selections promptly placed nu dite 


before your customers. Our 50-year pTEEOF Go 
reputation behind the merchandise xi 
is continually helping to clinch sales. 


The Leys, Christie, “Thistle” means 
a LIFETIME GUARANTEE. 





Leys, Christie & Co., Ine. 


| 55 E. Washington Street 
Chicago 


“Lack of promotion on a national scale has long been | 
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| a grave weakness of our industry. The advertising cam- 


paign planned by the DeBeers Consolidated Mines, Ltd,, 
is certain to prove a great boon to the entire jewelry 
field. Our own experience in publicizing the Jonker dia- 
mond is good evidence of the public interest in gems, and 
the DeBeers campaign will surely stimulate this interest 
and result in an increased demand for jewels.” 





INTERNATIONAL SILVER CO. TO HAVE LARGE 
EXHIBIT 


At the coming convention of the A.N.R.J.A., Aug, 28 
to Sept. 1 at the Waldorf-Astoria, in New York City, 
International Silver Co. will stage an exhibit occupying 
the entire West Foyer, the largest display space ayvail- 
able. 

Occupying an important place on the schedule is the 
exhibition of distinctive window displays, which will be 
changed daily. This will be under the supervision of 
Mrs. Polly Pettit, assisted by students of the New York 
School of Display. These displays were one of the 
high points of last year’s program, providing a wealth 
of ideas which were eagerly awaited each day by the 
delegates. 

Much interest also centers about the presentation of 
new patterns to the trade, most important of which will 
be the Adoration pattern by 1847 Rogers Bros. 


FRIEDLANDER LAUNCHES BUYING SERVICE 


A service that should be of considerable value to 
jewelers outside of New York City whose stores include 
gift departments, has recently been instituted by Ben- 
jamin Friedlander under the name of the Friedlander 
Buying Service, 290 Fifth Ave., New York. 

Mr. Friedlander’s bureau shops the producers and 
wholesalers of gift and artwares, reports in detail on new 
and interesting merchandise to subscribers to his service, 
answers individual queries as to where specific items or 
classes of goods may be obtained, and when desired, 
executes buying orders. Thus the out-of-town jeweler 
who is not able to visit New York with great frequency, 
is given an easy and effective means of keeping in touch 
with new items and new lines which it might be desirable 
for him to have in stock. 

The entire cost of the service is covered by a small 
annual fee, no charge being made for commissions on 
buying orders. Mr. Friedlander, who heads the group 
of experienced buyers conducting this service, has for 
many years been engaged in buying, selling and promo- 
tional work in the furniture and gift trades. 


Lonpnon—The demand for diamonds the past few 
weeks has been concentrated on small roughs, according 
to J. K. Smit & Zonan of Amsterdam. The statistical] 
position of first-class large stones is considered to be 
favorable in view of the great scarcity of this class of 
goods. Firmness characterizes the general tone of the 
market. According to Cape Town advices received here. 
the South African diamond cutting factories are working 
full time. Interest in industrial diamonds continues. 

The diamond trade continues to be adversely affected 
by world economic conditions so far as actual sales are 
concerned. Here business in diamonds is on a smaller 
scale than is usual at this season and no great activity 
is anticipated now until after the summer vacation. 
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STOCK CONTROL SPEEDS TURNOVER 


(From page 53) 


in one make. You may then ponder over the desirability 
of discontinuing one line. If you have five price lines 
in your best selling make and customers purchase mainly 
at two price levels, you may arrange to exchange some 
of the slower selling merchandise for the faster selling 
lines. 

With this information available, you know, instead of 
guessing, which are your best selling lines. Your ad- 
vertising and your displays, window and internal, and 
your sales efforts should center around such articles 
because they are your profit-makers. However, in order 
to move your slow sellers some inducement to sales- 
people may be desirable, and the system also shows up 
these slow sellers promptly and unfailingly. Unless you 
have an aversion to special sales you should assemble, 
periodically, all merchandise selected for markdown and 
give your customers a real treat. Your prestige will not 
be lowered one iota, and you may attract new customers 
to your establishment. 

Step 3. The knowledge you have gained from your 
records will prove of inestimable value to you in order- 
ing. Obviously, reorders are made directly from the 
stock record. Purchases of new lines will be guided 
by your recorded past experience. Much of the guess- 
work will have been removed, because you know defin- 
itely your successes and failures in the past. You are 
immunized to “high pressure” salesmanship. This 
intimate acquaintanceship with your stock helps to pre- 
vent over-buying, merely for the sake of a quantity 
discount. 

Step 4. Your familiarity with the status of your in- 
ventory in relation to your sales makes it apparent what 
the price trends are in your store. If you find that you 
are selling an increasingly larger percentage of high 
priced goods you should make provision to stock addi- 
tional styles or patterns in higher priced models. If, on 
the other hand, vou are selling a greater number of low 
priced goods, do not sigh for the good old days. Nothing 
is permanent but change. In a dynamic world, readjust- 
ments are sometimes necessary, even if distasteful. 
You must give your customers what they want or they 
will go elsewhere. 

Step 5. Keep a sheet of all slow-selling items on your 
desk where you can see it. Let it haunt you if necessary. 
Work over it daily, with the avowed purpose of dis- 
posing of such items as quickly as possible. 

Of course, no one system is a cure-all for every mer- 
chandising ill, but these steps should help you toward 
the objective of lower inventories, yet without sacrificing 
completeness of stock and while maintaining sales. That 
means increased turnover, and increased turnover means: 


(1) Smaller capital investment. 

(2) Reduction in interest, merchandise taxes, and insur- 
ance. 

(3) Continuous receipt of new and fresh goods to replen- 
ish your stock. 

(+) Lower markdowns because your stock is moving more 
rapidly. 

(5) You are always in an “open-to-buy” position when 
new lines appear. 


As a result of these factors your profits should be 
increased, even without taking into account the profits 
that may flow from the increased sales resulting from 
more complete and fresher stocks. 
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HIS remarkable charm is representa- 

tive of the new and altogether dif- 
ferent designs that are being added 
constantly to the comprehensive Lampl 
collections. In this Liberty Bell charm 
(copyrighted) the bell swings and rings. 
Through a crystal in the bar can be seen 
a view of the Declaration of Indepen- 
dence. Available in 14 Karat Gold or 
in Sterling Silver .. . 


* OUR CATALOG—teaturing Gold and Silver 


charms of all types—is available on request. 





Creators of the Unusual — As Usual 


Manufacturers of: Reg. No. 13280 


@ Original creations in JADE and other semi- 
precious stones mounted in gold and silver 


@ Highly styled GOLD COSTUME JEWELRY 
@ PLATINUM and GOLD WALDEMAR CHAINS 
@ Unusual COMPACTS with Patented Features 
@ STERLING SILVER JEWELRY 


Walter Lamp 
20 W. 47th St. es New York City 


Showing in Booths 1 & 2 A.N.R.J.A. Convention 
at the Waldorf-Astoria 




















INSIDE THE INSTITUTE'S MAIN LABORATORY 


Gemologieal Institute 


Oceupies New Home 


AST word in gemological research equipment is the 

new building recently occupied by the Gemological 
Institute of America and the American Gem Society, at 
541 South Alexandria, Los Angeles, Calif. 

Specially designed and constructed for gemological 
work, this laboratory is probably the finest of its kind 
in the world, and the only one in America, Many of its 
gem testing instruments were designed by the Institute 
itself to fulfill needs which could not be met by any 
equipment previously available. 

Both the main laboratory and the adjoining diamond 
grading room are finished entirely in black and neutral 
gray, not a single article of any other color being per- 
mitted, so that there cannot be the slightest off color 
when any gem is being inspected. The only light is 
unobstructed north daylight, and artificial daylight from 
special lamps. 

Next to these rooms is the research and instruction 
department. Here also is an extensive gemological 
library, and a dark room where photo-micrographs and 
other photographs are prepared. 

The offices, in addition to the usual facilities for the 
conduct of the business, contain a model show window 
for demonstrating jewelers’ displays, the providing of 
sales helps being an important feature of the service 
rendered by the Institute. 

The accompanying photographs tell, more clearly than 
words, the story of the splendid facilities which the 
organization offers for adding to the world’s store of 


knowledge about gems. 


Above, the office 
of Robert M. Ship- 
ley, president of 
the G.I.A. and ex- 
ecutive director of 
the A.G.S. Right, 
Robert Shipley, Jr., 
director of instruc- 
tion and research, 
using a gemologi- 
cal microscope. 
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It’s a Flower Fair 
at K & B’s “House of Jewels”! 


We're not conceited, but we think you'll find Booth No. 303 at 
the A.N.R. J. A. Convention as interesting as the “House of Jewels” 
at the World’s Fair. At Booth No. 303, you'll find costume jewelry 
with customer appeal... jewelry that sells, and jewelry that satisfies, 
because it’s beautifully finished and finely made: 


In solid gold, sterling silver and gold-filled, plain metal or set with real stones 


KRAMER & BICK 


2 WEST 46th STREET NEW YORK CITY 
Pacific Coast Representatives, Koke, Slaudt Co., Los Angeles 
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e CULTURED PEARLS 
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@ IMITATION STONES 


Ask for our colored synthetic chart 


MAX STERN & CO. 


Importers of Precious and Semi-Precious Stones 


17-23 JOHN ST., NEW YORK 
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NEW YORK WORLD'S FAIR FLASHES 


Elgin National Watch Co. is awarding ten 17-jewel 
watches each month through September for the best 
amateur pictures taken in or of the Elgin Watch Ob- 
servatory Building at the New York World’s Fair. No 
contestant is permitted to enter more than one picture 
a month for the four months of the contest and prints 
must not exceed 11 by 14 inches in size. Accompanied 
by an entry blank obtainable at the Elgin building at 
the Fair, they should be mailed to the Elgin Co. at 
Elgin, Ill. Elgin dealers have been offered counter and 
window display cards, tying in with the promotion, as 
well as courtesy cards entitling the holder to take pic- 
tures within the Observatory. 


* * * 


The first clock of its kind—a talking clock that gives 
the time in a clear baritone voice every ten seconds, 
twenty-four hours a day, has been installed in the 
R.C.A. Exhibit at the New York World’s Fair, by the 
Bulova Watch Co. 

The clock is a scientific instrument powered by R.C.A. 
electronic tubes and amplifiers and developed for com- 
mercial use via telephone, radio and television. Experi- 
ments are now being conducted for the production of a 
smaller machine for home use. 

The essential organ of the Bulova talking clock is a 
cylinder, on which there are 90 sound grooves, divided 
into three series, for seconds, minutes and hours. The 
voice reproduction is obtained by means of three optical 
systems, each of which includes a rectilinear filament 
lamp, an objective which projects the image of this fila- 


ment upon the track on the rotating cylinder and a 
photo-electric cell which receives the light given by the 
film. A gong, controlled by a master clock, sounds every 





ten seconds and a switch simultaneously connects the 
circuit for the correct and accurate “Bulova Watch 
Time” announcement. % x x 


Ronson’s famous laughing manikin is one of the fun 
spots at the Fair, and watching spectators grin at the 
manikin, which is displayed in the Ronson model store 
on Constitution Mall, is part of the amusement. Now 
Art Metal Works, Inc., makers of Ronson lighters, an- 
nounce a series of monthly photographic contests, with 
cash prizes of $50 each month for the best photos of 
people laughing at the manikin. In addition to prizes of 
$25, $15 and $10, honorable mention certificates and me- 
dallions will be awarded. 

* * * 

During the Fair, the Jewelers’ Security Alliance of- 
fers the facilities of its office and staff at 15 Maiden 
Lane to jewelers visiting the metropolis. They are ready 














PROCLAIMED by experts as the finest timing instrument of its kind in America 


ACCLAIMED by jewelers as an excellent, salesworthy business builder 


COMBINES THE PERFORMANCE OF yy A REGULAR WRIST WATCH > A FIFTH-SECOND TIMER 
% A TELEMETER *% A TACHOMETER (measuring M.P.H. up to 750) 


EQUIPPED WITH % 17 JEWEL GALLET MOVEMENT % STAINLESS STEEL CASE % NIVAROX 
Hair Springs % GLACIDUR Metal Balances % Thoroughly NON-MAGNETIC 


% Guaranteed WATERPROOF after three rigid tests. 
Investigate these Great Sales Possibilities—Write for Data 


JULES RACINE & COMPANY, 
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to furnish City and Fair data, tips on theaters and eating 
places, to act as a mailing address and handle correspon- 
dence, and to arrange inspections of jewelry stores. 


* * %* 


In the Massachusetts state building at the Fair, the 
Waltham Watch Co. proudly displays “the smallest and 
thinnest round wrist watch ever made in America.” 


* * * 


In the exhibit of the Imperial Pearl Syndicate in the 
Consumer’s Building, Japanese girl divers brought from 
Japan for that purpose, demonstrate the art of pearl 
diving. 

The back of the exhibit is occupied by a large glass 





Gathering Pearl Oysters at the Fair 


walled tank on the bottom of which have been placed a 
considerable number of pearl-bearing oysters. At half- 


hour intervals, throughout the day, the girl divers plunge 
in with their underwater glasses and carrying baskets, 
gather oysters from the bottom and ascend. These 
demonstrations of how pearl-bearing oysters are re- 
covered are interspersed with similar ones showing how 
the oysters are planted after the nucleus, about which 
the pearl is formed, has been embedded in it. 

The performers in Billy Rose’s Aquacade may be a 
little stronger on pulchritude, according to American 
standards, but for ability to maneuver under the water 
for extended periods, Eleanor Holm and company would 
come off a decidedly poor second. 

The exhibition is well worth seeing and has been con- 
tinuously attracting capacity crowds. 

* * * 

Among the features at the Fair is at least one thing 
which is far removed from the jewelry field and yet is 
the work of a man in that industry. 

Floating on Fountain Lake is an exact scale 22-foot 
model of the trans-Atlantic liner Queen Mary. Com- 
plete in every detail and powered with a small internal 
combustion engine, it is the work of Oscar Fletcher, one 
of the watchmakers on the staff of the Bulova Watch Co. 

Mr. Fletcher attributes to his training and skill as a 
watchmaker, his ability to assemble accurately the multi- 
tude of small and intricate parts which go to make up 
this model vessel which he constructed as a hobby. 

Large enough to carry a passenger and to navigate in 
fairly sizeable bodies of water, the boat was driven by 
Mr. Fletcher from Toronto across Lake Erie, down the 
Erie Canal and the Hudson River to the World’s Fair. 
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CORAL 


Gem of Venus and the Moon 


by ROBERT M. SHIPLEY 
President, Gemological Institute of America 


PRECIOUS CORAL "SKELETON" 


awe is coral P 


A.—Coral, like pearl, is chiefly composed of calcium 
carbonate CaCO:. This substance is secreted by small 
sea animals known as coral polyps, and is used by them 
to build up their skeletons. The skeletons of these 
polyps are recovered from the sea in masses. 


Q.—In what colors is coral found? 


A.—In the complete range of color from pale flesh 
pink, pelle d’angelo, to very dark red often called ox- 
blood red and in white and black, called king’s coral. 
There is also a black coral called bruciato, which differs 
from the king’s coral in that the dark color is due to the 
death or decay of the living part of the coral. 


Q.—Are some colors more valued than others? 


A.—The value of colors is largely dependent upon 
fashion. At the present time, with the vogue for pale 
shades in women’s dress, partly due to the recent fashion 
set by the Queen of England, the pale shades should be 
featured. These pale flesh pink corals are especially 
lovely with grey, white and pale blue. 


Q.—In what countries is coral most favored? 


A.—In China it is used for carved buttons for man- 
darin coats and for snuff bottles. In India it is most 
highly prized and used extensively. In Tibetan jewelry 
it is set in combination with turquoise, an equisite color 
combination. In the United States it is moderately popu- 
lar. In South America it is very popular. It is a 
favored gem in Italy, but the other countries of Europe 
never seem to have appreciated its beauty. King’s coral 
is used in Africa and India for the scepters of their 
rulers. 


Q.—How is coral gathered? 


A.—Small boats are used and the coral fishers pur- 
chase a quantity of old fishing nets. These are bunched 
together and securely attached to a rope wound round 
a capstan which in turn is passed over the bent knee 
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of the captain of the boat. The bunched net is lowered 
to the bed of the sea over the stern of the boat. As the 
boat moves along the net will cateh in the branches of 
the coral which break off at their foundation. Enough 
of the “root” of the coral colony is left to allow it to 
grow again. 


Q.—Where is coral found P 


A.—Until the twentieth century it was principally 
gathered from the shores of the Mediterranean. But 
early in the present century it was discovered off the 
coasts of Japan. 


Q.—Is there any difference in the quality? 


A.—Yes, the coral from the Mediterranean is of a 
more even color. That from Japanese waters is often 
streaked with white or has white centers. 


Q.—What type of persons am I likely to interest 
in coral? 

A.—Persons to whom color makes a strong appeal, 
and who perhaps are not interested in the brilliant gems. 
Also the younger woman who seeks the unusual. A well- 
known, lovely actress, with exquisite, fair coloring, re- 
cently purchased a necklace and bracelet of carved pelle 
d’angelo coral, which has attracted more comment in 
Hollywood than many of the more valuable gems. This 
parure has been worn with a white evening gown. Women 
of discriminating taste, who like the pinks or reds, 
should be potential coral customers. 


Q.—Are there any ancient superstitions sur- 
rounding coral which might amuse or interest a 
prospective customer? 


A.—Yes, there are many superstitions. Coral was be- 
lieved to be the gem of Venus and of the Moon. It 
would quiet tempests, and anyone wearing coral could 
traverse broad rivers in safety. It staunched the flow of 
blood (especially the red coral), cured madness, and 
gave wisdom. Ancient peoples believed that coral was 
a living organism, and if broken, lost all its power. 
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WRIST WATCH ATTACHMENTS’ DEVELOPMENT 
(From page 55) 


for these smaller watches and the prospective great de- 
mand made it feasible for factories to make substantial 
expenditures for the production of larger quantities of 
narrow bracelets at lower prices. Among the pioneers 
dominating the narrow expanding watch bracelet busi- 
ness were R. F. Simmons Co., Bugbee & Niles Co. and 
J. F. Sturdy’s Sons Co. All wrist watch cases and 
bracelets were natural karat gold or gold filled. 

The Hadley Co. made the first expanding link watch 
bracelet entirely by mechanical means, without the use 


A recent photograph of 
Maj. W. W. Crosby, now 
living in Coronado, Cal., 
who in 1910-11 wore the 
first metal wrist watch at- 
tachment. 





of solder. Although among the pioneers in making 
watch bracelets, the Hadley product originally was sold 
only to other jewelry manufacturers and therefore was 
not known as a Hadley product until 1921, when the 
Hadley Co. started to sell directly to the wholesale trade. 


Narrow bracelets with hook ends also became stand- 
ard equipment for Victor watch holders, which enjoyed 
popularity because a woman could still wear her old 
watch on a chain or snap it into the holder for wrist 
wear. 

In 1912 the Waltham Watch Co., in order to cater to 
both the wrist watch and the chatelaine watch demand, 
introduced the “convertible” style. The case had a small 
“club” —(card term) shaped bow straddling the crown. 
At the opposite side of the case was a disappearing 
lug or eyelet which, if the watch was to be worn on a pin 
or chain, could be folded into a recess in the case, or, 
if opened, it provided the means for snapping on one 
hook end of the narrow expanding bracelet. The other 
hook end of the bracelet was snapped onto the bow of 
the watch. This is the origin of the term “convertible,” 
still used to describe a certain kind of bracelet end, al- 
though “convertible” watch cases have not been in pro- 
duction since about 1917, owing to the popularity of the 
watch ribbon which required wide lugs or hangers on 
watch cases. 

The Wadsworth Watch Case Co. advertised a wrist 
watch case fitted with an expansion bracelet—but still 
the wrist watch was “only a fad,” as is attested by the 
following excerpt from a Wadsworth advertisement in 
a May 1912 issue of THe Jeweers’ Circucar: 

“Bracelet watches a fad of the period. There is a 
swing just now toward bracelet watches. It promises 
to be an exceptionally good bracelet watch year. Prob- 
ably the most convenient of all watches for women who 
are minus pockets.” 

(Please turn to page 96-H) 
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Diamond Exhibit 
Features Belgian 


Pavilion at Fair 


EXT to shipping, the diamond cutting industry is 

the largest activity of Antwerp, so it is wholly 
fitting that a magnificent display of rough and cut dia- 
monds, valued at several million dollars, should feature 
the exhibit of the Belgian government at the New York 
World’s Fair. 

The diamond showing is in the Belgian Colonial Pa- 
vilion. At peak occasions it has been viewed by long 
queues of spectators, filing past the attractively ar- 
ranged glass cases at the rate of 2500 an hour. 

Leaflets explain to visitors that in Belgium the dia- 
mond industry employs more than 20,000 workers, and 
that Antwerp contains about 4000 diamond merchants, 
manufacturers and brokers, who are for the most part 
members of the four great bourses, all of which are al- 
lied in a single, powerful federation. 

Entering the Pavilion, spectators see first, behind a 
heavy glass partition, a complete diamond cutting plant 
in operation. Here employees of Louis Verbeeck & Sons, 
64 Fulton St., New York, a firm of Belgian origin, dem- 
onstrate the sawing, cleaving, cutting and polishing of 
diamonds. Next comes an impressive exhibit of diamond 
rough, by the Diamond Corporation, Ltd., of London, 
showing diamond crystals of all sizes and colors. 

Exhibits of cut diamonds, sponsored by 22 Antwerp 
manufacturers, are then presented, in a series of well 
lighted glass cases. These permit the close inspection of 
the cut gems and mounted jewelry, for the displays are 
at eye-level and only a matter of inches from the 
beholder. 

For the statistically minded, here are a few of the 
feature displays: a 65-carat blue white pear-shaped 
diamond; the “Golden Maharaja’, pear-shaped, red-gold 
in color and weighing 65 carats; a yellow square gem 
weighing 85 carats; a white brilliant, weighing 50 carats, 
formerly part of the Russian Crown Jewels; a necklace 
consisting of fancy diamonds weighing 300 carats; an 
antique necklace with 40 large diamond roses and more 
than 1750 old-cut diamonds and a statuette of King 
Albert I in diamonds. 

There are also a number of elaborate designs of 
diamonds, set in white wax panels, ingenious representa- 
tions of Cinderella, butterflies, fishes and seaweed, a deer 
hunt, tropical vegetation, a tiger head, an Indian man, 
and flower baskets. 

Having witnessed this panorama of the diamond cut- 
ters’ art of today, the spectator is taken on an imagin- 
ative flight nearly 400 years back in the history of 


diamond manufacture. The ancient “diamond mill” with 
(Please turn to page 96-E) 
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A COLLECTIVE EXHIBIT OF HIGH-ACCURACY WATCHES 


ED gold emerges as one of the dominant new notes 

among the 375 pocket, wrist, bangle and novelty 
watches of every description, marshalled by the Swiss 
watch industry in the Swiss Pavilion at the New York 
World’s Fair. 

Take, for instance, the brushed red gold man’s wrist 
watch with baguette onyx hour marks, the small curved 
rectangular red gold lady’s wrist watch with red gold 
dial and tan suede strap, the scroll-shaped red gold 
man’s wrist watch, with ‘brushed red gold dial and mas- 
sive gold dots, the round evening watch of brushed red 
gold with dark blue sapphires as hour marks, and the 
small square red gold, ruby-bordered lady’s wrist watch 
on a quadruple red gold snake chain. 

Red gold also appears in a thin pocket watch, with 
red gold finished dial, on a red gold snake chain. Even 
a stopwatch is made of the same tone of gold, with red 
gold dial. 


Gold bangle braclet watches are also of importance. 





ANTIQUE WATCHES IN CASE AT RIGHT 
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Watehes Take 
a Bow in 
Swiss Pavilion 


One is of sunflower design with the watch concealed 
under the hinged ruby-set center. Novelties include a 
watch set in a real $20 goldpiece, a gold pocket watch 
with split second chronograph and a perpetual calendar 
showing the date, the day of the week, the month and 
phases of the moon, an acorn-shaped gold clip watch 
set with rubies and fastened on gold leaves, ladies’ belts, 
one green and one red, with watches in the buckles, a 
gold pin clip with round dial and large lozenge-shape 
aquamarine, and a fan-shape gold clip watch that can be 
revolved in position to read the time. 

Waterproof watches are of every description, includ- 
ing a platinum and diamond waterproof ring watch and 
a lady’s wrist watch jewelled with diamond and rubies. 

Judging by the favorable comments and the many 
inquiries from thousands of visitors who have crowded 
through the Pavilion of Switzerland to admire the col- 
lection of watches, the Swiss manufacturers can be con- 
gratulated. 

When the plans for Swiss participation in the Fair came 
up for consideration last Fall, Switzerland was already 
in the midst of preparations for its own National Ex- 
hibition, of which the last one took place in 1914. Over 


60 Swiss watch manufacturers are exhibiting this sum- 
(Please turn to page 96-E) 
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22,567,000 Circulation EVERY MONTH! 


Arnerican Weekly 6,493,988 
Metropolitan Group 7,137,695 
This Week 5,191,620 
Farm Journal & Farmer's Wife 2,600,000 
Successful Farming 1,143,867 


22,567,170 


Plus over 7,000,000 ‘“‘Boys’ Book”’ cir- 
culation in Peak-Season Months! 


See for yourself how this great cam- 
paign blankets your own customers— 
in magazine sections of your own best- 
read local papers as well as magazines! 
Its hard-hitting sales messages mean 
more profits for you—on America’s 
best-known watch value. Cash in by 


displaying Ingersoll Watches and 
Clocks—the one line that’s sold in 
advance for you to a greater extent 
than any other! Everybody knows 
Ingersoll watch value— Ingersoll is the 
name of the “‘Watch that Made the 
Dollar Famous!”’ 


INGERSOLL BUCK—*1.00 Retail 


INGERSOLL SWAGGER—°2.39 Retail 
INGERSOLL DOLLAR ALARM $1.00 Retail 
Other profitable Ingersoll watches to $3.95 


Re-order from your Wholesaler Now 
—Get Your Displays up NOW —this 
great campaign breaks September 10! 


INGERSOLL-WATERBURY COMPANY, WATERBURY, CONN, 
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Sales Clinching 
Display Trays 
FREE! 


INGERSOLL WRIST 
WATCH TRAY FREE 
with 10 watches—your 
own assortment. (Tray 
provides for one each, 
Swagger, Lad, Lassie, 
Rist-Arch Leather strap, 
New Mickey Mouse.) 


LUGEWIHE 


oe 
ey 


INGERSOLL POCKET 
WATCH TRAY 
FREE with 12 watches, 
your own assortment 
(including one each En- 
sign, Yankee, Pendant 
and Compact.) 





THE JEWELERS’ CIRCULAR-KEYSTONE 


for August, 1939 


| 
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rilliant asa piano’s ripple 
B:. .precious asa violin’s 
most tender notes... . breath- 
taking asa mighty orchestra 
... such are the pure white 
diamond rings from S. & N. 
Katz. Their joyous beauty 
will sing its way into your 
heart ... there to be en- 
shrined as a symphony of 
love everlasting. 
Every S.& N. Katz diamond 
is of the same high quality 
...every S. & N. Katz design 
is new and distinctive. 
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“Back to School’? and Fall Weddings 
Good September Themes 


S PLENDID balance between “art work’ and “type masses” can be 
seen in all of these ads, selected from the best published last Sep- 
tember by jewelers from coast to coast. The line cut of the happy young 
lovers and the well-worded text of the S. & N. Katz, Baltimore, announce- 
ment are a heart-to-heart appeal to couples about to be engaged... . 
Next are shown two sterling silverware messages to Fall brides, the one 
by Charles Mayer & Co., Indianapolis, explaining the place-setting plan 
for acquiring place settings of six pieces at $11.59 to $17.11 a setting, 
depending on the pattern selected. . . . “Quality is much more than a mat- 
ter of price’ proclaims the attractive diamond promotion by Michaels of 
New Haven, Conn. . . . The place-setting ad of Hardy & Hayes Co., 
Pittsburgh, is directed to employed young women who are the best pur- 
chasers of silverware under this plan. . . . The J. A. Foster Co., Provi- 
dence, struck a clever chord for watch-repairing, comparing an inaccurate 
watch that “leaks seconds” to a leaky faucet that needs to be fixed. . . . 
Both the Lambert Bros., New York, and Carl Greve, Portand, Ore., ads 
are timed right to sell “back to school” wrist watches. 








1} Small Dinner 
a ae Fork 
| Slo Fo 


Scince your Sueting comaully 0o thetic may be « per 
cunens teemmnate Se leat M you choses ane of 

that it will 
please you “forever and ever.” Every one has fine de 
sagn, belance, and beauties Smith. They are ail open 
stock — at prices preamp mederace los Scorking of 
uch craftumanshap. 


Ht Spoon 
Buy one Place Service now 


uisite solid silver . . 
Come lo us shaw You cur entenaiveslecon o 
alversmiths we 





place service” at a time. 
"Me y We Send You Compleie Price List of YOUR Patter: 


Gel heme GU Q, . 


29 West Washington Street 




















PLACE SERVICES wannbe eons 
few astbw as $1189 


aanehiparese 








a 
. 
< 
e 
> 





; 





it Ui 
patie 
olf jt 
git dt 
alr dee 


: 
f 
z 
i 
i 
i 
i 


Hits Hel 
Hl i 
| i 
L i a 
Lif 


‘s rope 
of the United Here- 
of America. and hev 

imamten the Mghert stead. 
wotch meting craft. 


The J A Foster Co—Dervance and Middle Ste, 
( ombertably air condunened 

















96-C 








Reavy THis Monru! 


1939-1940 
EDITION 


The 
Jewelers Buyers 
Directory 


Recognized as the standard 
directory of the trade for the 
past half century, this 40th 
edition is concise, complete 
and up-to-date. The classi- 
fied listings arranged 
alphabetically and geo- 
graphically, grouping 
the sources of the va- 
rious lines carried 
and services used 
in the retail 
jewelry store 


















makes this di- 
You will want a copy of rectory easy 
this Directory, a quick and 
to use. 


ready reference to sources of 
supply. A handy guide for store 

* or office and an extremely useful 
companion on buying trips. 


ORDER YOUR COPY NOW 
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SWISS WATCHES TAKE A BOW 
(From page 96-A) 
mer in the watchmaking building of the Swiss Fair in 
Zurich. 

Nevertheless, 20 firms decided to participate in addi- 
tion in the New York World’s Fair, to give the American 
public a comprehensive idea of Switzerland’s foremost 
industry. They agreed to adopt for the first time the 
principle of exhibiting collectively. The contribution of 
each was therefore limited to 20 watches, clocks or move- 
ments, subject to the approval of a special jury. 

The collections have been magnificently arranged by 
J. L. Roehrich of New York, a vice-president of the 
Horological Institute of America and a graduate of. the 
Watchmaking School of Geneva, who is in personal 
direction of the exhibit. About 275 models are grouped 
in a collective showcase of modern design, identified with 
their manufacturer by small ivory signs with simple red 
lettering, while 150 other models are segregated by 
styles, in the various units of the opposite set of show- 
cases. The five cases of the latter section contain stop- 
watches, high accuracy watches, novelties and jewelled 
watches, waterproof watches, and the newest clocks. 

A striking impression is made upon the incoming visi- 
tor by a group of five unusual timepieces, prominently 
lighted under a glass display table. They are identified 
as: 

The thinnest watch ever made, of brushed platinum, 
by Audemars & Piguet, Brassus. Displayed next to a 
silver dollar placed on its edge, it is much thinner by 
comparison. 

The most accurate watch movement ever tested in 
international competition, by Omega Watch Co., Bienne. 
This rated 97.8 at the Kew-Teddington Observatory, an 
unprecedented mark. 

The smallest watch movement made, by Jaeger-Le 
Coultre, Le Sentier. Inserted in a glass plate between 
two matches, it measures only 14 mm. long, 4.85 mm. 
wide, and 3.40 mm. thick. 

The most intricate pocket watch made, by Patek, 
Philippe, Geneva. This has been called the “thinking 
watch,” because it gives a warning when it needs to be 
wound. It has two dials, one of which is seen by reflec- 
tion in the supporting mirror. It has only one balance, 
and indicates: On the front dial, the mean time, the 
perpetual calendar and moon phases; on the other, a 
24 dial for sidereal time, in hours, minutes and seconds, 
a map of the sky with the constellations that are visible 
at that time, the equation of time, and the daily hours 
of sunrise and sunset. Its mechanism embodies a minute 
repeater, a split-second chronograph with counter, and 
a self-striking mechanism. 

A chronometer by Vacheron & Constantin, in copper 
color finish. This shows the exact time and every second 
flashes a light and emits a loud sound. 

The following Swiss manufacturers are exhibiting: 
Audemars & Piguet, Buren, Cortebert, Eterna, Girard- 
Perregaux, Glycine, Arthur Imhoff, Invicta-Seeland, Le 
Coultre, Meyer Studeli, Mido, Nivada, Ulysse Nardin, 
Omega, Patek Philippe, Record, Schlup, Universal, Va- 
cheron & Constantin and Wyler. 

Tying up the modern with the old and letting the 
visitor realize the progress made in horology during the 
last 300 years, a display of antique watches has been 
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arranged in the rear of the room. These watches have 
been selected to show the evolution of the ornamentation 
of watch cases, as well as advancement in the technic 
of building movements. : 

Here there is a repeating pocket watch, with enamel- 
led back and pearl bezel, with a dog on the dial barking 
each time the hour strikes. A movement of the 17th 
century is signed with the name of Jean Richard, the 
pioneer who is credited with introducing watchmaking 
in the high valleys of Neuchatel. 

The exquisite enamel work of many of Geneva’s most 
famous enamel painters is represented in this part of the 
exhibit, which also contains movements made by many a 
well-known Geneva watchmaker of bygone days. 

One of the many special displays that arouses great 
comment every day is the Atmos clock by Le Coultre. 
This amazing clock seems to live on air, for it never 
needs winding as it takes its motive power from changes 
in temperature and barometric pressure. It is distrib- 
uted in this country by Longines-Wittnauer. 

Also shown are models as worn by famous persons, 
among them H. M. King Farouk of Egypt, the late Pope 
Pius XI and the late Czar Nicholas IT. 


DIAMONDS FEATURE BELGIAN PAVILION 
(From page 94) 


which Lodewyck van Bercken, an artisan in Antwerp, 
cut his first diamond in 1560 is on display. 

The Belgian Diamond Industry Syndicate credits van 
Bercken with innovating the regular cutting of the dia- 
mond. This is the first time that his “mill” has been 
exhibited outside of Belgium. It has been loaned by 
the Vleesch Huis Museum of Antwerp. 

A showing of industrial diamonds and their use as 
cutting agents completes the exhibit. Mention should 
also be made of a gem described as the smallest cut 
diamond in the world; weighing only one-twenty thou- 
sandth of a carat and appearing like a speck of dust to 
the naked eye, it has 18 well cut facets when viewed 
through a powerful magnifying glass. 

Isidore Lipschutz, president of the Belgian Diamond 
Industry Syndicate, is directing the diamond section of 
the Belgian Pavilion. 


INTERNATIONAL ASKS 34 QUESTIONS 


Quizzes on the radio, in the newspapers, in the maga- 
zines, seem to be one of the favorite indoor sports of 
America these days. Now comes the International Silver 
Co. with an interesting silverware quiz issued in the 
form of an attractive leaflet which is being distributed 
by them through their dealers. 

Thirty-four questions are asked concerning silverware 
in general and International sterling and plated ware in 
particular, with four alternative answers, one of which 
is correct for each question. The correct answers are 
printed on a separate slip: 

The person who can answer all of the questions pro- 
pounded must necessarily have an excellent grasp of the 
points about International silver which the company 
wishes to impress upon the public consciousness, and the 
dissemination of them in this quiz form is undoubtedly 
an especially effective way of getting these points across. 
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Tea Set, Matching Gadroonette and 
l’alenctennes Patterns. 





Many jewelers are finding untapped sources of new 
profits by selling matching tea and coffee sets, and 
other table hollowware to those customers who have 
completed their flat services in Manchester Sterling. 
These newly designed groupings, matching many of 
the popular flatware patterns, represent the same out- 
standing values that the trade expects from Manchester. 
Examine these items for design-authority—weight— 
finish and price, and you'll agree that their sales-poten- 


tial is tremendous. 


MANCHESTER 


SILVER COMPANY 


PROVIDENCE, R. I. 





Two examples of Gadroonette Hollowware. 
Send for Special Gadroonette Group Folder. 
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achievement in superlative 
sterling design and crafts- 
manship is this hand chased 
Tea Service—‘Champlain”— 
one of the many recent addi- 
tions to augment the Ellmore 
collection of fine sterling 
hollowware patterns. 





An Ellmore catalog, 
fully illustrating and 
describing these dis- 
tinctive patterns is 
worth having. Write 
for your copy to 
THE ELLMORE 
SILVER COMPANY 
Meriden, Connecticut 
New York: 
347 Fifth Avenue 
San Francisco: 
830 Market Street 
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WRIST WATCH ATTACHMENTS' DEVELOPMENT 
(From page 93) 


With the advent of the watch ribbon and the proof, 
by sales, that the wrist watch was not a fad, the original 
metal watch holder died a natural death. 

The styling and casing by Jacques Depollier & Son 
of American watches and their distribution of the com- 
pleted product was outstanding in the early era of the 
American-made wrist watch. 

What about the man’s wrist watch? 

Except for a few rarely seen male ultra faddists who 
dared to wear a wrist watch purchased abroad, there 
were no wrist watches of genteel appearance or quality 


This is the first of two articles by Mr. Mealy tracing the 
| history and development of watch bracelets from their 
beginning. The second article, which will be published next 
month, will continue the history from the period at which this 
first article closes. 

A feature of the second installment will be a pictorial 
presentation of the principle styles and types of wrist watch 
bands on the market at the present time. 


| 
| 


worn by men in this country until 1917. Prior to this 
a few large low-priced strap watches were worn by 
sportsmen, but for the most part these originally were 
sold by hardware or sporting goods dealers. 

In 1913 probably not one jeweler in the United States 
would have wagered 1 to 25 that American men would 
ever become so “‘sissified’’ as to adopt the wrist watch 
for daily wear. 

The first advertisement of a complete avrist watch in 
Tue Jewevers’ Circuvar was in the issue of Sept. 6, 
1911, and, contrary to popular belief, it was a strap 
watch and was advertised for men only. The advertise- 
ment was directed specifically “for soldiers and sailors,” 
although it appeared three years before the outbreak of 
the World War and six years before our entry into it. 

A further point of interest is that when the ladies’ 
wrist watch became the most talked of fad in 1912, 
the same watch that had been advertised for soldiers and 
sailors was fitted with a metal expansion bracelet for 
women’s use. It went over for women, though it failed 
to win popularity among men. 

This country’s entrance into the World War immedi- 
ately created a demand for good wrist watches for the 
Army officers, because officers of foreign armies were 
thus equipped. The rank and file soon followed suit, 
and suddenly several million men became potential cus- 
tomers for a wrist watch. This fact, later, accounted 
for a two- to three-year retarding of the acceptance 
of the wrist watch by the man in the street, because pro- 
duction to meet the tremendous demand from the armed 
forces had been so hurried that in the main wrist watches 
sold to men in the American army were discarded as un- 
satisfactory and impractical. 

The wrist watch would surely, but slowly, have been 
generally accepted by men in the United States regard- 
less of the War, but the impetus to sales of men’s wrist 
watches because of the War proved a temporary boom- 
erang, when several hundred thousand dissatisfied users 
of the inferior timepieces returned to civil life from 
military service. This resulted in lean sales of men’s 
wrist watches between 1918 and 1925, but after that 
time confidence was restored due to the superior merit 
and performance of better-made strap watches. 
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STORE FEATURES 
BRIDES’ PICTURES 
IN ONE WINDOW 


Chattanooga girls. engaged to be married, 
like to have this jewelry store show 
their portraits. Used 52 weeks a year, 


the idea has built many wedding sales 
by P. R. RUSSELL 


DWARDS & LEBRON, 805 Market St., Chatta- 

nooga, Tenn., has a merchandising idea that just 
keeps on selling silverware, jewelry, and gifts of all 
kinds—a continuous display of large photographs of 
current and prospective brides. The firm is preparing 
to remodel its building, including the construction of 
new show windows, and special provisions will be made 
to accommodate this particular display. 

Reuben L. Hudson, manager of the Edwards & 
LeBron store, states that interest in the display of 
brides’ pictures grows constantly and sales from it have 
rapidly increased. George Abel, window dresser for the 
firm, is even more enthusiastic about it. 

The plan calls for obtaining from a leading photog- 
rapher of the city large 8x10 or 10x12 photographs of 
prospective and current brides. Three and sometimes 
four of these are included in the display in the window, 
with additional space back in the silverware department 
for several more pictures to be used effectively. Those 
in the inside display have first been shown in the win- 
dow. Attached to the lower corner of each picture is a 
small typewritten card which gives the bride’s name, or, 
in case the picture is put in near or after the marriage 
date, both the maiden and married names, with a “photo 
by” credit line for the photographer. That is all that 
the photographer asks for his part. It is good display 
advertising for him. 

The merchandise display in the brides’ pictures win- 
dow consists of silverware, diamond rings, and any item 
that may appeal as a gift for such an occasion. Mr. 
Hudson states that before the store closes in the after- 
noon Mr. Abel removes the diamond rings and other 
smaller items and increases the amount of silverware 
in the display. The idea has proved most effective 
in promoting silverware sales. Let it be made clear that 
this brides’ pictures display is maintained constantly. 
week after week, giving an opportunity to promote 
china, crystal, and every item that may possibly be 
classed as a gift for brides. 

Each of these brides’ pictures is mounted in an attrac- 
tive frame from gift department stock and profit from 
the sale of frames alone is sufficient to pay any expense 
incurred in maintaining the display. 

Mr. Hudson states that he has no difficulty in obtain- 
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MAKING HER SELECTION OF SILVERWARE 


ing names of prospective brides, and permission to use 
their pictures in the display is rarely declined. This 
permission is obtained by the photographer with the 
bride often coming into the store to repeat her permis- 
sion to Mr. Hudson. Pictures are usually not displayed 
until public announcement of the approaching wedding 
is made, but Mr. Hudson tells of one young lady who 
was so thrilled by the display that she told him, “You 
can begin showing my picture right now, if you wish to.” 

Mr. Hudson cites the prominence given in local news- 
papers to pictures of brides as evidence of the great 
interest of the public in weddings. He sees an effective 
publicity tie-up in the fact that a bride’s picture may 
be seen on the society pages of the local newspapers 
and then seen in the window of his store as a part of 
the brides’ pictures display. 

Mr. Hudson was very careful to state that brides’ 
pictures are not chosen for social prominence alone, 
although the pictures of many socially prominent Chat- 
tanooga girls have appeared in the display, but in 
making the selection of pictures no class or distinction 
has been recognized, just as the society departments of 
local newspapers are willing to print pictures of brides 
without regard to wealth or social position. 

No newspaper advertising has been found necessary 
to keep this idea going, not even a reference to it in 
other advertising. The store’s entrance is on one of 
Chattanooga’s busiest streets and there are plenty of 
prospective customers to be attracted by the lovely pic- 
tures and their background of silver and other wedding 
gifts to make of it a continually effective merchandising 
idea—a natural sales magnet for this profitable type 
of business. 

Either Mr. Hudson or Mr. Abel will gladly answer 
any inquiries from interested jewelers about the idea. 














Tow --- Three Beautiful Trays 





Sheffield 





REPRODUCTIONS 





HB. TRAY 
No. 4010 — 
11% x 1714” 
with handles 
List Price 
only $10.50 


2.TRAY 
No. 4011 — 
14 x 194%” 
with handles 
List Price 
only $13.00 


3. TRAY 
No. 4038 -- 
164% x 224%” 
with handles 
List Price 
only $23.00 





That You Can Sell at an 
AMAZINGLY LOW PRICE! 


Here they are! Their delicate designs will intrigue your 
customers—and their low price will amaze them! 

They’re just the thing for cocktail, tea and coffee .. . 
or any other service, for that matter. Handsome, graceful 
and serviceable. In fact, they'll last for many years. 

These beautiful trays are fashioned in the “Prince 
Regent” Pattern, and, though they’re priced to reach the 
volume market, they possess the fine workmanship that 
has made Benedict famous. People are constantly asking 
us how we can make such beautiful, authentic Sheffield 
Reproductions at such reasonable prices! 

Of course, we guarantee them to give good service. Send 
coupon below for full information TODAY! 


Benedict Manufacturing Company 
Dept. 10, East Syracuse, N. Y. 
Makers of Silver-Plated Hollowware Since 1883 


Gentlemen : 


' 
( ) Please send me 8 x 10” photo showing complete de- : 
tails of “Prince Regent” pattern Trays, along with cir- ' 
cular giving detailed information. ; 


( ) Have your representative stop in to see me. I 
understand that this will not obligate me. 


es ccwidu ve vc deneedossebese’ 
INDIVIDUAL’S NAME..............0.-0cceccccccecees 
(EEE RP Sa Ce ee a ee 


SE Re ee ee ore ee ody) re ara ae a 
IE TET LS SSL LT 
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BUSINESS GIRLS BUY SILVER 
(From page 51) 


Romance of the Wedding Ring’’, which tells the history 
of the ceremonial of rings in connection with weddings, 
There is also a family tree sketch, wherein the history 
of both families may be filled. The back of the book 
also contains a complete description of the proprieties 
and form of modern weddings. 

When they visit the store, they are presented with 
another booklet called “The Story of Sterling.” These 
two worthwhile gifts almost ensure the registry of pref- 
erence in pattern by every prospective bride, with en- 
suing purchases of gifts by husband, and _ parents, 
After each girl is married, the information file concern- 
ing her silver purchases is transferred to a separate 
index, and, preceding each anniversary, the husband is 
reminded several days before of the coming occasion, 
so that no brides are disappointed by their husbands’ 
forgetting their first anniversary, or any other, for that 
matter. This reminder is usually accompanied by a 
comment on what pieces are now lacking from the wife’s 
complete silver set, and a suggestion as to what pieces 
might be most welcome as anniversary gifts. The serv- 
ice thus rendered to husbands has brought more out- 
spoken commendation and appreciation than any other 
feature of Walk’s merchandising. 

The display case from which most silver is shown 
is unusual in that it is considerably lower than the 
average display case, permitting the customer to be 
seated, and still see everything under the glass. Twenty- 
four patterns are shown beneath the surface. Complete 
sets of each pattern are in the drawers immediately 
beneath the show case, so that, if the customer wishes 
to see other pieces of a chosen pattern, the clerk need 
not go rummaging about in another part of the store, 
but can simply reach down with one hand and produce 
the entire set. 

Another feature of the interior display of silver is 
a completely arrayed table, set with gleaming silver, 
sparkling crystal and snowy white table cloth. 

Walk’s windows show relatively few pieces in each 
display, yet an impression of richness is given by the 
beauty of the window backgrounds and the display 
fixtures. A feature which has produced store traffic is 
the hanging of several pieces, or pairs of related pieces, 
by an almost invisible string from the ceiling of the 
window, leaving the silver at eye-height, close to the 
glass. This is the only display mechanism yet observed 
which brings each individual piece close to the observer’s 
eye, and permits him to be actively conscious of the 
detail of each pattern showing in the window. 

Another unusual feature of Walk’s advertising is their 
frequent use of the Sunday rotogravure section, wherein 
they frequently tie in pictures of prominent Indianapolis 
society women visiting the store. 


NEW GOLD PRODUCTION RECORDS 


Record production of gold in South African mines 
in March is shown in a report from Consul General H. E. 
Russell, Johannesburg. Gold output in March of the 
current year amounted to 1,075,807 fine ounces and ex- 
ceeded the previous high record of August, 1938, by 
28,000 ounces. The March, 1939, value amounted to 
$39,000,000. 
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They’re New! 








®@ Here's a view of the Lokfast 
ratchet buckle, with which the 
Kestenman Bros. Mfg. Co., Provi- 
dence, equips its Kestenmade, 
Peerless and Sentinel lines. 





® Thin as a wafer, this is one of 

the new Jewel-Appeal manicure 

sets—all the accessories are 18 

k. gold plate. $3.50. C. J. Bates 
& Sons, Chester, Conn. 








® Walter Lampl 
charm. repre- 
sents the Capi- 
tol, containing 
an enamelled 
flag and tube in 
which one may 
see the preamble 
of the Constitu- 
tion. Sterling, 
$3.50; 14 k. gold, 
$16; 10 k., $13.50. 








@ The first "vest pocket'' 
shaver, Remington Rand's 
Speedak, is ten to fifty per 
cent smaller than most shav- 
ers. Retails at $12.50. 





@ "Petite" new Gruen verithin 
model is styled to keep pace 
with the trend to old-fashioned 





@ Newest creation jewelry. Made in 15 and 17 
by Croton in 10% jewels, $29.75 to $59.50. 
iridium platinum is 

"Glenora” set 


with 38 round and ® A new narrow width style has been 

2 marquise dia- e added to the American Queen line of 

monds. Retail expanding bracelets, made by Pitman & 
price $187.50. Keeler, Attleboro, Mass. 





© Gilbert presents Charlie 
McCarthy in a 40-hour spring 
driven clock of gunmetal and 
ivory. Charlie's jaw moves. 


Retails at $2.50. 





® The diamond-set portion of 
this new wedding ring by Bris- 
tol Seamless Ring Co. opens 
to reveal two hearts and the 
word “Love. Sold through 
wholesale jewelers. 


® Longines introduces a new chrono- 
graph with a tachymeter dial split into 
seconds and fifths of a second. 
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At 
Your 
Service 








WE SPECIALIZE | 


in refining and manufac- | 
turing of precious metal | 
alloys. When you have | 
old gold, silver, platinum, 
filled, and Plated scrap, or 
sweeps | 
polishings | 

sink settlings | 

you can depend upon | 
satisfactory returns when | 


you ship direct to 
Oo. 


ee OLD GOLO 
AND SALES OFFICE 
5S E.WASHINGTON ST 


DEE & 


/reecious Metals. 
CHICAGO 
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A. N. R. J. A. CONVENTION 


(From page 45) 


International Silver Co. will conduct a window dis- 
play clinic each afternoon. The Elgin National Watch 
Co. will celebrate its 75th anniversary Tuesday night, 
Aug. 29, with a “March of Time” program, and a lecture 
by Van Voorhees, whose voice is that of “The March 
of Time.” The next night there will be a lecture and 
movie on the art of silversmithing, through courtesy of 
Reed & Barton. 

Local convention arrangements are again in charge of 
the same efficient committee which has Alfred Morell as 
general chairman; Kenneth I. Van Cott, Marcus & Co., 
chairman, and Alfred A. Smith, Black, Starr & Frost- 
Gorham, Inc., treasurer, of the banquet committee; and 
Russel G. Scheer, Rochester, past president of the New 
York State R.J.A., chairman of the reception committee. 

The tentative program follows: 


Saturday, Aug. 26 


8 p. m., Meeting of ANRJA executive committee, Pillament 
suite, fourth floor, Waldorf-Astoria Hotel. 


Sunday, Aug. 27 


1 p.m. to 6 p. m., Arrival of delegates, members and visitors, 
Registration, Silver Corridor. 


Monday, August 28 


9 a. m., Exhibits open in Grand Ball Room, East and West 
Foyers, Ball Room Mezzanine, Astor Gallery, Jade Room, 
Basildon Room, Silver Corridor, Fourth, Sixth, Seventh, Eighth 
and other floors as indicated. 

1 p. m., Committeemen’s luncheon, Empire Room, lobby floor, 
guests of ANRJA. President Myron Everts, Dallas, chairman. 

2 p. m. Meetings of committees in conference rooms on 
fourth floor as announced. Credentials, resolutions and nomi- 
nating committee will formulate preliminary reports for mime- 
ographing and distribution at close of Tuesday morning session. 

3:30 p. m., Window display clinic—International Silver Co., 
West Foyer. Direction, Polly Pettit, N. Y. School of Display. 

8 p. m., Opening session of convention—Empire room, lobby 
floor. President Myron Everts, Dallas, Texas, :,presiding. 
President’s convention address, Myron Everts... «Keynote ad- 
dress: Billy B. Van, “Showmanship & Salesmanship.” Im- 
mediately following address, guests will adjourn to Terrace, 
while room is arranged for entertainment which follows. 

10 p. m., Entertainment and Dutch lunch for holders of 
banquet or special tickets, Empire room, lobby floor. Dancing, 
floor show and refreshments. Annual reunion of old friends 
and opportunity to make new ones. 


Tuesday, Aug. 29 


8 a. m., Breakfast conference, Jansen Suite, fourth floor, 
Waldorf-Astoria, Park Ave. and 50th St. Subject: “How to 
Sell More and Better Watches.” Chairman, Henry F. Stecher, 
August H. Stecher Co., Milwaukee, vice-president, Central 


region, ANRJA. Leader, Robert J. Slagle, Houston Watch 
Co., Houston, Texas, vice-president, Southwestern region, 
ANRJA. 


9 a. m, Exhibits open. 

10:30 a. m.—12:30 noon, Convention Session: Le Perroquet 
Suite, fourth floor, one short ffight up from Silver Corridor. 

10:30 a. m., Call to order and introductory remarks, Myron 
Everts, Dallas, Tex. 

11 a. m.—12:30 p. m., Convention session on distribution. 

11 a. m., Address: A. B. a Washington, D. C., 
manager distribution department, U. S. Chamber of Commerce, 
“Competition of Consumer aetonibvos.” 

11:20 a. m., Discussion. 

11:30 a. m., Address: “Trends and Developments in Retail 
Jewelry Distribution,” Arnold L. Skinner, Washington, Mar- 
keting Research Division, Bureau of Foreign and Domestic 
Commerce. 

11:50 a. m., Discussion. 

12 noon, Address: “Current Headaches for Jewelers,” 
Guernsey, Washington, U. S. Bureau of the Census. 

12:20 p. m., Discussion. 

12:30 p. m., Distribution of preliminary reports of nomi- 


John 
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nating committee, Harry G. Matthew, chairman; resolutions 
committee, Arthur J. Sundlun, chairman; and credential com- 
mittee, A. W. Anderson, chairman. 

3:30 p. m., Window display clinic, International Silver Co., 
West Foyer. iT ote 

9:15 p. m., “March of Time,” commemorating Elgin’s 75th 
anniversary, courtesy Elgin National Watch Co. Lecturer: 
Mr. Van Voorhees, who is the voice of “The March of Time.” 


Wednesday, Aug. 30 


8 a. m., Breakfast conference, Jansen Suite. Subject: “How 
to Sell More and Better Silver.” Chairman: William G. 
Thurber, Tilden-Thurber Corp., Providence, vice-president, 
northeastern region, ANRJA. Leader: Arthur L. Terwilliger, 
Philip H. Stevens Co., Hartford, Conn. 

10:00 a.m., Publicity session, Empire room, lobby floor, 
Myron Everts presiding. “Dramatizing Diamond Publicity,” 
Cc. R. Hogen, account executive, and Warner Shelly, vice- 
president, N. W. Ayer and Son, Philadelphia. 

11 a. m—1 p. m., Jewelry Industry Publicity Board. 

3:30 p. m., Window display clinic, International Silver Co.. 
West Foyer. 

8 p. m. Le Perroquet Suite, Motion picture and lecture, 
“The Art of Silversmithing’—Courtesy of Reed & Barton, 
Taunton, Mass. Lecturer, C. B. Hartman. An _ unusually 
interesting and instructive showing and description of a very 
important phase of manufacturing and retailing of silver. 


Thursday, Aug. 31 


8 a. m., Breakfast conference, Jansen Suite. Subject: “How 
to Sell More and Better Diamonds.” Chairman, Alvin Magnon, 
Adams Jewelry Co., Tampa, Florida, vice-president, South- 
eastern Region, ANRJA. Leader, William G. Drosten, F. W. 
Drosten Jewelry Co., St. Louis, Missouri, former vice-presi- 
dent, ANRJA. 

10:30 a. m., Convention session, Le Perroquet Suite, fourth 
floor. 

Intimate trade and industry problems 

10:30 a. m., Reports of officers and committees. 

11 a. m., Address: “Information Please,’ Howard L. Car- 
penter, Albert Walker Co., Providence, president, Jewelers 
Board of Trade. 


THE INDIVIDUAL RING DISPLAY STAND 
YOU HAVE BEEN WAITING FOR 


ENLARGED | /3 


11:20 a. m., Address: “Fair Trade Laws,” speaker to be 
announced. 

11:40 a. m., “The Jewelers Security'“Alliance,” Richard C. 
Murphy, counsel, H. S. Mosher, and Harold Gardner. 

12:10 p. m., Report of nominating committee, Harry G. 
Matthew, chairman. Election of officers. 


Friday, Sept. | 


8 a.m., Breakfast conference, Jansen Suite. Subject: “Credit 
Selling,’ Chairman: Tinley L. Combs, T. L. Combs & Son, 
Omaha, Neb., past-president and present vice-president, 
ANRJA. Leaders: Charles J. Michaels, Michaels, Inc., Hart- 
ford, Conn., expert operator in credit jewelry field, member 
of National Retail Jewelry Code Authority under N.R.A.; A. 
N. Slavick, Slavick Jewelry Co., Los Angeles. 

10:30 a. m., Convention session, Le Perroquet Suite. Reports 
of officers and committees. 

10:45 a. m., Address: Subject to be announced, Paul W. 
Monohon, Krementz & Co., and Jones & Woodland Co., 
Newark, N. J. 

11:10 a. m., “Consumer Relations,” Dr. Kenneth Deameron, 
Ohio State University. 

11.30 a. m., Address: “Commercial Standards in the Jewelry 
Business”—Dr. Edward Wichers, Washington, chemist, Bureau 
of Standards, Department of Commerce. 

11:45 a. m., Questions and discussion. 

12 noon, Report of resolutions committee, Arthur J. Sundlun, 
chairman. 

12:15 p. m., Report of credentials committee,’ A. W. Ander- 
son, chairman: ~ 

12:30 p. m., Installation of officers. 

3:30 p. m., Window display clinic, International Silver Co., 
West Foyer. 


The list of exhibitors at the convention follows, as of July 
25: 
25: 


A Alvin Corp. 
A. & Z. Chain Co. Amber Mines 
Accro Bond Watch Co. American Jewelers Bureau 
Adams Watch, Inc. American Time Products, 
Aisenstein-Woronock & Sons, Inc. 


In Art Metal Works, Inc. 


ec. 
Morris L. Alexander Astorloid Mfg. Co. 







STEEL CONSTRUCTION ence Sia 
HIGHLY PLATED QI can Be: in- 


NEAT : 
DURABLE 
PRACTICAL (Mune 
INEXPENSIVE eager 


SHIPPED POSTPAID 





SERTED A 
ILLUSTRATE 


INTRODUCTORY 
RING UP MORE OFFER 
SALES WITH THIS 


COMBINATION 


OR BUY THROUGH 
YOUR WHOLESALER 


oe ease saan 


ARNOLD KORNICKER “. 


2295 GRAND CONCOURSE BRONX, N. Y. C. 
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34th Annual Convention 


National Retail Jewelers 
Association 


August 28 - September 1, 1939 


When in New York for the convention, 
stay at the Waldorf. . . choice of the 
leaders in the Jewelry trade. Here you 
will meet the men of your industry. 
You will have the opportunity to discuss 
with them all that is new and important 
to your work . . . and you will come 
away with many sound and profitable 





ideas that you can apply to your own 
establishment. 


You will be impressed by the comfort, 
the service and the luxury of your stay 
at the Waldorf. Waldorf rooms are 
spacious, yet have all the intimacy and 
charm of a private home. Waldorf 

meeting rooms, lobbies, restaurants 
and the Grand Ballroom are all air- 
| 





conditioned. The restaurants offer every 
type of food and service, including 
popular-priced meals. 


Conveniently located, the Waldorf is in 
the very center of New York. . . within 
short walking distance of Grand Central 
Station, Fifth Avenue and Broadway. 


THE 


WALDORF-ASTORIA 


NEW YORK 





PARK AVENUE - 49TH TO SOTH : 






















LN Renken: 


JEWELRY 


AND REPRODUCTIONS 


GEORGIAN SILVER 
SHEFFIELD PLATE 
VICTORIAN PLATE 





OLD ENGLISH CHINA 


Memo Selections to Responsible Firms 


LEO ELWYN & CO. inc. 


23 WEST 55th STREET NEW YORK 
Bf On ©! ra (ed bl.) 


EXHIBITING AT THE A.N.R.J.A. 
WALDORF-ASTORIA BOOTH 11 



































FIRST AGAIN! 


HI-MARC JEWELRY breaks the tape 


with 1939’s leading creations. 


From the word “GO” HI-MARC leads the 
field in style innovations, and prominent 
wholesalers are featuring these new crea- 


tions manufactured under the HI-MARC 
Label. 

ASK YOUR WHOLESALER to show you 
the HI-MARC CAMEO and COLORED 
STONE jewelry. These items will be your 
holiday sales leaders. 


opt 


(HD 


Vows 


THE ISKIN MFG. CO. 


FARM JOURNAL BUILDING 
SEVENTH & WASHINGTON SQUARE 
PHILADELPHIA 
NEW YORK OFFICE 9 MAIDEN LANE 


SS 
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Baden & Foss 

The Ball Co. 

B. A. Ballou & Co. 

Cc. J. Bates & Son 

Bernat Co. ; 

Chas. Braunstein, Inc. 
Bristol Seamless Ring Mfg. 


LO. 
Alpheus L. Brown 
Buss-Linthicum-Thorson 


Cc 
Cadie Chemical Products, 


Inc. 
Chase Rand Corp. 
J. Chesler & Sons Co. 
Chilton Pen Co. 
A. Cohen & Sons Corp. 


D 


Davidson & Sons Jewelry Co. 

Alfred Dunhill of London, 
Inc. 

Elgin American Div. Illinois 
Watch Case Co. 


E 


Elgin National Watch Co. 
Leo Elwyn & Co. 


F 


Ss. W. Farber 

E. S. Feinstein Co. 
Jack J. Felsenfeld 

J. & H. Flyer, Inc. 
Forstner Chain Corp. 
Edwin Freed 
Friedman Silver Co. 
Fairfield Mfg. Corp. 


G 


Gemex Co., Inc. 

Gold Filled and Rolled Gold 
Plate Mfrs. 

Gold Recovery & Refining 
Corp. 

Gorham Co. 

J. Leo Grogan, Inc. 

Benjamin & Edward J. 
Gross 

Gruen Watch Co. 


H 
Hadley Co., Inc. 
Hamilton Chain Co., Inc. 
Hamilton Watch Co. 
Helbros Watch Co. 
Heller-Deltah Co. 
J. Horowitz & Son 
H. O. Hurlburt & Sons 


I 
International Silver Co. 


J 


Jabel Ring Mfg. Co. 
J. W. Johnson 


K 
Kaspar & Esh, Inc. 
Kestenman Bros. Mfg. Co. 
Samuel Kirk & Son, Inc. 
Kramer & Bick 
Jacques Kreisler Sales Corp. 


L 


Walter Lampl 

Larter & Sons 

Lenox, Inc. 

A. D. Leveridge 

Leys, Christie, & Co. 

ne Watch 
oO. 

Lunt Silversmiths 

L. Luria & Son 


M 
H. G. McFadden & Co. 
Manchester Silver Co. 
Marathon Co. 
Norman M. Morris Co. 


oO 


Ollendorff Watch Co. 
Oneida Community, Ltd. 
Ostby & Barton Co. 


P 
Papazian Bros. 
Parker Watch Co. 
Henry Paulson & Co. 
) 

R 
Reed & Barton 


M. A. Reich 
Wm. A. Rogers, Ltd. 


Ss 

Salem China Co. 
Sammartino Bros. 
Schless-Harwood 
Wm. V. Schmidt Co. 
Sheffield Silver Co. 
Samuel Shinbach 
M. Sickles & Sons, Ine. 
R. F. Simmons Co. 
Harold Solow 
Spear & Suskind 
Standard Novelty Box Co. 
Sterling Silversmiths Guild 

of America. 
Louis Stern Co. 
The Stieff Silver Co. 
J. F. Sturdy’s Sons Co. 
S. J. Surnamer Co. 
Swank Products, Inc. 
Swartchild & Co. 
Swift and Anderson 
Frank W. Smith, Inc. 


Tavannes of America 
Seth Thomas 
Towle Silversmiths 


U 
Untermeyer-Robbins & Co. 


Ww 
R. Wallace & Sons Mfg. Co. 
Waltham Watch Co. 
Warner Jewelry Case Co. 
Warren-Telechron Co. 
The Watson Co. 
Wefferling-Berry-Wallnaff 

Co. 

Welmaid Mfg. Co. 
Wolfsheim & Sachs, Inc. 
J. R. Wood & Sons 


Z 





Krementz & Co. Nat Zuckerman & Co., Ine. 


MODERNIZATION FORUM 


To aid its readers in redesigning, modernizing and improving 
their stores, Tue Jeweers’ Crrcucar-Kerystone has retained 
Murray M. Pearlstein, nationally known authority on jewelry 
store layout, as consultant. These services are entirely without 
charge, except when elaborate, individually prepared designs 
are requested. In stating your problem please be explicit and 
include if possible a sketch of the part of the store under dis- 
cussion. Write Mr. Pearlstein in care of this journal, 239 W. 
39th St., New York. 

Pate Biue Waris—lIt seems that our painter is not 
familiar with Kalsine paint which you have recom- 
mended. Is this a water color paint? And just where 
can we purchase this or does the painter have to do the 
mixing? We believe that a very pale blue paint might 
make a nice background for silverware in our wall cases. 
What is your opinion? F. J. Co. 

Answer—Kalsine paint is manufactured by the Art 
Tex Adhesive Products Co., New York. They have a 
distributor in Savannah, Ga., the Salvage Sales Co., of 
116 W. Broad St., and they are instructing him to get 
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WHOLESALERS who feature Fisher Lockets have 

had the opportunity to compare every line on 
the market. They find in the Fisher Line a balance 
of style—construction—quality and values, backed 
by years of locket manufacturing experience that 
justifies their concentration on Fisher Lockets, for 
their own and your satisfaction. Don't ask your 


wholesaler for “lockets"—Specify "FISHER." 


<ImKco> 
“THE FISHER WUNE™ 
J.M.F.CcO. 


J. M. 
FISHER 
co 


o 
Manufacturer To the Wholesaler 
For Over 50 Years 


ATTLEBORO, MASS. 

















These watches are presented to the retail jewelers of the 
country with full confidence BECAUSE they represent 
better values and a higher quality in each price range. 
Every watch is cased, timed and rigidly inspected in our 
own shops. Each watch comes to you in a_ specially 
designed beautiful gift box. 


You can offer these dependable new ALTON watches to 
your customers with every assurance that you are giving 
the best possible value at the price. Every watch is 
guaranteed to give long years of satisfaction to users. 











Ying r Jew ; 
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Illustrated are just a few numbers from our complete line. 
Send for our 1939 catalog in colors showing line of new 
ALTON watches, and other lines of profit making watches 
and watch cases. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


5 South Chicago 


Wahash Ave. Hlinois 
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in touch with you. They are also forwarding to you 
direct a color card of their product. As to color, I be- 
lieve the one you have in mind should be very satisfae- 
tory. 

Mopernizing Wai Cases—lI am using a moderniza- 
tion in some old black lined wall cases that has received 
many compliments and is very inexpensive. Cover backs 
with some good grade wall-paper in a line design and 
cover shelves with a bright colored satene. C. R. L. 

Answer—Your method of modernizing the interior 
of your wall cases has merit and we wish to add our 
compliments to those you have already received. We 
shall be glad to pass this information on to any jeweler 
who may have a similar problem. . 

Paintinc Store IntTER1Ior—Will you advise about 
painting the interior of our store? The walls have not 
been painted but left in the natural wood finish. 

The store is 86 ft. long, 20 ft. wide, and ceilings 12 
ft. The 12 front feet of the store are occupied by 
mahogany walleases and show cases (floor) and the rear 





| Talk Over Your Modernizing Problems 


Coming to the A.N.R.J.A. Convention the week of | 
Aug. 28 at the Waldorf-Astoria Hotel in New York? 
Then, if youre pondering over some phase of store | 
modernization, rearrangement, redesign or a new front, 
Murray M. Pearlstein, the store design expert whom | 
J.C.-K. has retained, will be glad to meet you and talk | 
over your problems with you personally. Mr. Pearlstein | 
will be one of those in attendance at the Jewexers’ Cir- 
cuLar-Keystone’s booth at the Convention, daily from 
| 9.380 to 11.30 o’clock in the morning and from 3 to 5 | 
| o'clock in the afternoon. There will be no charge, of | 

course, for such consultations. | 


is a gift shop, with mahogany finish tables and ‘fixtures. 
There is a skylight in the gift shop end.’ The floor is 
a six inch tile of two shades of brown, the darkest shade 
being very dark. 

Will you suggest the best color for this interior both 
from the standpoint cf looks and best lighting? 

Lighting fixtures are glass globes with mirror reflec- 
tors over them. The store faces north, and we have a 
bad problem with our window lighting. Most of the 
day, we have shadow; in the windows—they are finished 
in walnut, and the backs are panel backs about 2 ft. 
high, with glass from there to the top of windows. 

Our electrician says it is a matter of north exposure. 
If this is true, could you suggest a plan for eliminating 
this? A. P. 

Answer—I would suggest the following color scheme: 
For the ceiling—pure white. For the walls—Oyster 
white, which is a few shades off with a slightly gray tint. 
These colors have the least light absorption qualities and 
therefore will improve your present light. To answer 
your window problem, I will need the following infor- 
mation: Do you keep the window lights burning during 
the day? How high are the lights in the window from 
the window floor? Is your store located on a corner? 
How long are the windows and what amount of reflectors 
and wattage do you use? 

Clement W. Coumbe, 84, writer, editor and research 
worker, who had contributed for 20 years to The 
Jewelers’ Circular Weekly, died in New York City 
July 20. 
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| Kebeiber 


ARE ON THE LOOKOUT FOR « ee «¢ 


° © Practical profitable ideas and plans which they find primarily in 
The Jewelers’ Circubar-Keystone 
° © Worthwhile interesting news of the whole Jewelry Industry of which 
they find more in The Jewelers’ Circular-Keystone 
°* © Dependable facts. figures and statistics which they find most completely 
covered in The Jewelers’ Circubar-Keystone 
ee 


New lines of merchandise and new services which reputable manufac- 


turers and wholesalers find it profitable to advertise in 


The Jewelers’ Cireular-Keystone 


Boru retail and wholesale stocks are in need. This makes a good opening 


to increase the sale of an established line. or break in with a new one. 


J EWELERS are anxious to do a better business this Fall, and will be found 
keenly responsive to offers of the right merchandise at the right price in the 


September issue of 


For 70 years and without a break or interruption 


the recognized authority and leader of the trade. ; 
CHESTNUT & 5éth STS. 239 WEST 39th STREET ayy 








PHILADELPHIA, PA. © NEW YORK CITY, N. Y. 
CHICAGO PITTSBURGH BOSTON 
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CLERK: "YOU'LL SAVE MONEY WITH THIS SHAVER" 


Women Buy Most Shavers 


EATURING the money-saving angle of electric 
razors is the chief point in the sales conversation 
of clerks in the 12 Michaels jewelry stores in Connecti- 
cut and Rhode Island. Michaels were the first jewelry 
stores in the country to sell Schick shavers, back in the 
days when the price was $25, and last year did a gross 
business of about $150,000 in shavers alone, selling 
almost 10,000 units, according to Howard Michaels, 
manager of the New Haven, Conn., store. 
Michaels uses newspaper advertising and window 
displays to keep the public informed on shavers. From 
time to time two-column display advertisements appear 














This advertisement 
used by the New 
Haven, Conn., Mich- 
aels store is similar 
to those used by all 
12 Michaels stores 
to promote the sale 
of electric shavers 


wok 
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By JAMES GORDON 


Here are the methods the Michaels stores use to sell 
electric shavers to women as gifts, to men for own 


use, at the rate of $150,000 worth in one year's time 


in the newspapers of the cities where Michaels has 
stores. These ads tell, in terse copy, the selling story 
of the razors—clean shaves with no injury to the skin. 
The copy tells of credit methods and although terms 
are easily arranged more than half the razors sold last 
year were sold for cash. Window displays featuring 
strictly masculine jewelry always include shavers. 

It was pointed out by Mr. Michaels that the majority 
of shavers sold in his stores were bought by women to 
be used as gifts. 

“The first question that arises in a man’s mind when 
he decides that an electric razor is a good thing, is the 
price,” Mr. Michaels said. “He generally passes it off 
as ‘Who wants to pay $15 for a razor?’ Yet when 
it comes to a present and a woman knows that the 
man would like a razor, she is glad to get it for him. 
Getting something else, she would spend upward of 
$25 and not be sure it was something he would really 
want. This way she gets what he wants, and saves 
money.” 

When a man is making the purchase for himself, 
the Michaels stores dispose of the expense angle by 
pointing out that if he goes to a barber shop every day, 
it will cost him on the average of $100 a year for shaves, 
and if he shaves himself the old way the cost is about 
$12 a year. The customer is shown that, in the long 


run, he is going to save money, as the initial price of 
(Please turn to page 110) 
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enjoy the profits 
of the new 


Bales uA 
with ‘jewel-appeal” 





laniwre 


ce 






? . . . 
Here's one exhibit you wont want to 


miss at the ANJRA show this year. 
For Bates Jewel-Appeal Manicure 


Sets, introduced just one year ago, have 











No. 939 


. . Gia: Midas Mesh 
There’s both profit and pride in show- mean $7.50 


been making jewelry history. 


ing your customers Bates Manicure Gift 
Sets. They look smart,new and rich. Each 
set, designed and made in our own work- 
shops, contains the unique manicure acces- 
sories—in 18 karat gold plate—that make 
Bates sets a byword in the manicure field. 
ou wi certain vy eli at our cus- 
Yeu will ly delight y 
No. 919 
Manicure SJowd Case 
Retail Price $12.50 


tomers with these manicure sets. You will 
be complimented on your good taste and 
judgment, while they will congratulate 
themselves for finding such expensive 
looking gifts at such tempting prices. Y ou 
will find — and we can show you letters 
from many good jewelers — that Bates 
Manicure Sets bring in additional business 
which would otherwise pass you by. 
No. 914 
Vanity Rettoule 
Retail Price $3.50 





No. 922 
< Manicure ,, Kat 
Retail Price $6.00 


Nou ave cordially tnitled lo visil cux ANIR ‘ Wf 
cahtlal... Booth No. 905 ...ab the Waldorf Mlindin 
Be sure lo ask atoul our special Gl Suggestions. 


Cy (Bates 4 son 


Chester, Conn. ¢ New York Office: 566 Fifth Avenue’ 





THE JEWELERS’ CIRCULAR-KEYSTONE 109 
for August, 1939 














El Ses 
SPROLALS 


Repeated by Request 
for a limited time only 





tra ral 
rtun for in g sterling wep a 
arity ick sales 
port qui : nge, 
(ppe miliat ith the chance rable - ~ on 
grores 0 ri n sel none and 
-. these 3° thing , ality, 
d in No q 
er reeti® ma n n-té t girect to 
ipl. THs, 
Cryst 









ame Meriden, Conn. 














110 








WOMEN BUY MOST SHAVERS 
(From page 108) 


the shaver is the only cost of the article. 

Many stores have discouraged razor business for 
themselves by improper knowledge of handling the 
Mr. Michaels believes. Michaels stores have 
never given free trials. 

“At once this tends to discourage discriminating 
buyers,” Mr. Michaels says. “They think that someone 
else might have used the razor. We always make sales 


razors, 


final and the razor is intact in the cellophane wrapper 
in which it comes from the factory. This way cus- 
tomers can’t help but feel that they are getting the 
razors fresh and that no one has used them before.” 

Another mistake that retailers sometimes make is in 
regard to the shaver heads, Mr. Michaels points out. 
If a customer is not immediately satisfied with his 
shaver, he comes flying back and the “obliging” clerk 
says: 

“Here, try this No. 10 head. It’s*for coarse beards 
like yours.” 

“This is a point,’ Mr. Michaels says “on which we 
argued with the late Colonel Schick right from the start. 
It tends to make customers less satisfied because while 
they'll get a cleaner shave in less time with the new head 
(which has larger slots) they are going to be much more 
apt to have face burn caused by pieces of the skin being 
caught in the razor head and pulling.” 

It is a cardinal rule of the Michaels organization that 
if a customer is undecided and asks if the razor gives a 
good shave, to tell him that he’ll have to make up his 
mind to going a month to six weeks feeling half-shaven 
before he’ll have satisfactory results. 

It is tor the same reason that Michaels will not dem- 
onstrate a razor by having the clerk use it. The clerk 
has probably used the razor for a long time himself and 
in using it in front of the customer, the shaver would 
take a good cut. When the customer uses the razor for 
the first time and it doesn’t take a good cut, he feels 
that something has been put over on him. For sanitary 
reasons it wouldn’t be wise to demonstrate the razor on 
every customer that comes into the store. 

Making the customer understand that his razor is a 
fairly delicate precision instrument is the biggest prob- 
lem in merchandising razors, according to Mr. Michaels. 
To further establish this point in customers’ minds, the 
clerks will make no pretense of servicing but will send | 
the razors back to the factory “to be looked over by 
skilled men.”’ Making the customer understand that he 
can’t just press a button and say to his razor: “Shave 
me!” is another big problem. Mr. Michaels believes that 
a clerk’s biggest job is to get these two points over 
together. The points are related in this respect: If a 
man doesn’t take good care of his razor, it won't work 
well; if he doesn’t take the time to study it and help 
it out, it won't give him a good shave. 

The Michaels stores consider that the electric shaver 
is an item in the luxury line that can best be handled 
in a jewelry store. 

The razor business won’t come overnight, in the 
opinion of Mr. Michaels. It took several years to build 
up to 10,000 razor sales annually, but, correctly mer- 
chandised, razors can be sold in volume by the right 
stores 
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NATIONALLY | 
ADVERTISED | 


1 


. 
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( 20 HANDBAGS 


A sensational merchandising method of re- | 
tailing $1.00 handbags—involving no invest- : 
ment to the store, now operating with 


tremendous success in over 500 stores (tes- 





timonials available). A liberal, guaranteed 


year-round profit on a non-competitive basis. 


HERE'S WHY 


We carry a complete stock @ You get a 
liberal profit on every sale ® New exclusive 
styles constantly @ No transportation 
| charges ® Advance style bulletins © The only 


nationally advertised $1.00 handbags ® Free 





window and counter displays @ Free news- 


paper mat service @ A complete promo- 





tional sales program @ No "mark-downs.” 
ADVERTISEMENTS LIKE 4 


if 


= 


Se ere ee 


CONSISTENTLY IN 1 Elanbee, Incorporated 
LEADING FASHION 21 East 22nd Street, N. Y.C. 


CONSUMER MAGAZINES 


Se SS 


SSS See 


Gentlemen: 


Please send me complete details of 
the Elanbee $1.00 Handbag Plan of 
Assured Profits with No Investment. 


Ss Ses 


For complete details send this cou- 
ATT. OF... 





pon attached to your letterhead. 


STORE... 


ELANBEE, INC. gm 


21 EAST 22nd STREET NEW YORK CITY 


See ee eae 














UE to the absorption of Czecho-Slovakia by Ger- 

many, there exists in the minds of many retailers, 
the important question: ‘““What market will replace this 
popular source of glass, china, pottery and other gift- 
wares?” 

Formerly, because of low labor costs, and the ideal 
combination of raw materials and fuel there existent, 
plus skilled craftsmanship from generations of training, 
plus a “favored nation” treaty, merchandise the jeweler 
had been using from Czecho-Slovakia had a distinct 
price advantage which no longer exists. 

From the same sources, costs, under German domina- 
tion, with a higher wage scale, the recent imposition of 
countervailing duties, and with no “favored nation” 
treaty, are up from 20 to 50 per cent. 

However, before proceeding, it is important to know 
that there is available from stocks of New York import- 
ers, a fast-dwindling but still adequate supply of genu- 
ine Czecho-Slovakian merchandise purchased at old 
Czecho-Slovakian prices, and offered at no advance, 
despite the fact that such ware is irreplaceable at any- 
where near the price. One trip to market, making com- 
parisons of new wares from other countries to old 
Czecho-Slovakian prices, will prove this fact. It would 
therefore seem provident to comb the market for these 
Czecho-Slovakian wares as long as importers have them 
in supply. 

These same remarks apply to fine German wares (such 
as laced “Dresden” figures, exquisitely modeled animal 


REPLACING CZECHO-SLOVAKIAN WARES 





figures, fine porcelain birds, etc.) which had been pur- 
chased by importers and landed before the imposition of 
the 25 per cent countervailing duties on April 22. Re. 
placements of such goods on the market later must re- 
flect these higher landing costs. 

Now let us consider wares from other countries: In 
merchandise similar to that made by Czecho-Slovakia, 
and closest in price (also because of low wage scales) it 
is probable that Italy should be considered next, al- 
though in the dinnerware field, earthenware rather than 
china body is featured. In the pottery, glass and gift- 
ware field the comparison is closer. A wide variety of 
well styled, colorful and nicely modeled merchandise is 
found. 

England has also come to the fore, benefitting under 
reciprocal trade treaties, and making fine lines of dinner- 
ware, decorated art pottery, in colors more along pastels 
than the brilliant decorations of Italy. Of course, the 
English market has always been important, but prices 
have now become more interesting. 

Importers seeking new resources now have covered 
France, Belgium, Denmark, Holland, Poland, Finland 
and Sweden. Each of these countries offer ware from the 
crude peasant type to finely finished, well modeled items 
from modern factories. Generally, all prices are higher, 
as in many cases raw materials had to be transported, or 
imported, and mass production is not the rule. Of the 
countries mentioned above, ware from France, Finland 
and Sweden is available in greater variety of types, 
from fine china and glass, to pottery and figurines. 








NEW YORK 
225—Sth Ave. 





IMPORTED “TEAR-DROP” CRYSTAL! 





EBELING & REUSS, INC. 


Main Office & Warehouse 1557 Merchandise Mart 


707 Chestnut St., Philadelphia, Pa. 


This handsome pair of “‘tear- 
drop” crystal pheasants re- 
tail for $28 per pair. They 
represent but one of a wide 
variety of similar items re- 
tailing from $2.50 up. Other 
fine lines of glass, pottery, 
china from nine different 
countries in Europe are 
available for immediate 


shipment from stock. 


CHICAGO 
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WwW YORK, PHILADELPHIA GIFT SHOWS MERGED 


NE 
To provide a calm, business-like atmosphere for this 
fall’s New York Gift Show, and still have it readily 


accessible to the World’s Fair, the National Gift and 
Art Association is combining the New York Show with 
the Philadelphia Gift Show, and holding them both to- 
gether in the Benjamin Franklin Hotel, in Philadelphia, 
Aug. 21 to 25. 

Jewelers who plan to visit both the New York-Phila- 
delphia Gift Show and the American National Retail 
Jewelers’ Association convention and exhibits can readily 
and conveniently do so, in point of time and route. The 
Gift Show in Philadelphia runs for five days, through 
Friday, Aug. 25, and just three days later the 
A.N.R.J.A. convention opens in the Waldorf-Astoria 
Hotel in New York, to run until the following Friday, 
Sept. 1. Philadelphia is but an hour and 40 minutes’ 
train ride from New York. 

Of the many expressions of modern decorative art 
which will be seen at the combined gift show, under 
George F. Little management, it will be interesting to 
note that previews held by some of the manufacturers 
and importers in their sales rooms last month caused 
appreciative exclamations of “Ah!” from buyers who 
saw them. The lamps, pottery, glassware, china, marble, 
clocks, vases and hundreds of other lines too numerous 
to mention achieve modernism without the bizarre. 

Glassware and china, other than modern examples, 
will be there from every producing country on the globe. 
The leading manufacturers of lamps and shades have 
done their best, for these too are brilliantly new in ex- 
pression. 

Why today’s passion to break. with tradition in de- 
sign and decoration? Little mentions a 
variety of reasons. Perhaps the chief one is the fact 
that there is constantly before the eyes of the buyer 


George F. 


‘the success of modern art when applied to practical 


articles. The buyer of today, therefore, is keenly alive 
to the escape of modern artwares from such schemes, 
for example, as the luxurious Louis XVI or the dignified 
Georgian. 
notes up-to-dateness, and that’s what most of the smart 


The modern streamlined functionalism con- 


world wants. 


BOSTON GIFT SHOW SEPT. 18-22 


Known not only as a show where manufacturers and 
importers of art and giftwares have assembled their 
goods but as a powerful link between buyer and whole- 
saler, the Boston Gift Show will be held Sept. 18 to 22 
at the Statler Hotel, Boston. 

To see this leading gift and art exhibition, contained 
on three floors in one building, during one business trip, 
will save eastern buyers time and money. The sponsor- 
ing organization has been in existence for 13 years, and 
during that time has built up a splendid reputation for 
honest merchandise, honestly sold. 

Show visitors will be especially interested in seeing 
new lines of domestic wares and goods produced in 
Scandinavia, France,. Switzerland, England and Italy, 
which replace merchandise formerly imported from 
Czecho-Slovakia but now subject to countervailing duty 
as German-made. 
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IMPORTED EXCLUSIVEGIFTS 
FROM ALL THE WORLD 


FRIEDLAENDER & Co. 


INCORPORATED 


ESTABLISHED 1869 


53 WEST 23rd ST. - NEW YORK 








$3-107 aie 


ORIGINAL CREATIONS 
You will find only at 


FRIEDLAENDER & CO. 


Exclusive Distributors for 


GULDSMEDS A/B—Silver, Pewter and Bronze from Sweden 
MONART-GLASS—From Scotland 

PM Sevre—Faience from France 

KRYSZTALY—Lead crystal from Poland 

HOLBECK POTTERY—From Denmark 


Exclusive Designs in 


Venetian Glass @ Italian Faience @ Porcelain figures, 
boxes, urns and bronzes from France ® China figures, 
porcelain, pottery and glass from England 





























Vol. 109 


AUGUST, 1939 











FIC Forb 


Shaw & Davis Also Ordered 
To Discontinue Using Word 
“Discount™ in Retail Sales 





The Federal Trade Commission 
last month delivered the hardest 
body blow it has yet struck in its 
battle against wholesale-retailing in 
the jewelry field. 

For the first time, the Commission 
ordered a wholesale-retailer to cease 
using the terms “list prices” or “‘dis- 
count” and representing that the 
price at which they offer their prod- 
ucts for sale constitutes a discount to 
the purchaser, or is a wholesale price, 
when such price is the one at which 
they normally sell their products in 
the usual course of business. 

The order was issued July 7 
against Shaw & Davis, Inc., Abner 
Shaw and Janet Shaw, 20 W. 47th 
St., New York. In addition, the 
respondents were ordered, in refer- 
ence to sales to the purchasing pub- 
lic other than the retail trade, to 
cease representing themselves as 
“wholesalers” or “wholesale jew- 
elers.” 

The text of the order reads: 

“It is ordered that the respondents, 
Shaw & Davis, Inc., a corporation and 
its officers, and Abner and Shaw and 
Janet Shaw, and their respective agents, 
representatives, and employes, directly 
or through any corporate or other de- 
vices, in connection with the offering for 
sale, sale and distribution of jewelry, 
silverware, diamonds, watches, clocks, 
leather goods or any other merchandise 
to the purchasing public other than the 
retail trade in commerce, as commerce 
is defined in the federal trade commis- 
sion act, do forthwith cease and desist 
from: 

1. “Designating, describing or repre- 
senting the corporate or individual re- 
spondents as ‘wholesalers’ or ‘wholesale 
jewelers’ in catalogs, printed matter, or 
in any other manner; 

2. “Using the terms ‘list prices’ or 
‘discount,’ or representing that the price 
at which respondents offer for sale and 


sell their various products constitutes a 
discount to the purchaser or is a whole- 








sale price, when in fact said price is the 
usual and customary price at which the 
respondents sell said products in the 
normal and usual course of business. 

“It is hereby further ordered that the 
respondents shall, within 60 days from 
the date of service upon them of this 
order, file with this commission a report 
in writing setting forth the manner and 
form in which they have complied with 
this order.” 

Findings by the F.T.C. in this case 
included: 


“In the course and conduct of their 
business, the respondents in soliciting the 
sale of and selling their products, have 
published or caused to be published, and 
have distributed or caused to be dis- 
tributed to purchasers or prospective 
purchasers of respondents’ products lo- 
cated in various states of the United 
States and in the District of Columbia, 
catalogs in which the products offered 
for sale and sold by respondents are 
pictorially and descriptively represented. 

“In the first pages of, and at various 
places in, said catalogs, said respondents 
refer to themselves as ‘wholesalers.’ By 
this means the respondents represent 
that they are wholesalers engaged in the 
sale and distribution of merchandise to 
the trade for resale. 

“In truth and in fact substantially all 
of the sales made by the respondents 
are made to members of the buying and 
consuming public who do not purchase 
for resale purposes. A _ wholesaler of 
jewelry is one who sells to the trade for 
resale but seldom if ever to the ultimate 
consumer or purchasing public. It is the 
character of the sales to the trade that 
marks and distinguishes a wholesaler. 
The respondents are not wholesalers, but 
said corporate respondent is a mail order 
house engaged in selling to the consum- 
ing public. 

“In the course and conduct of said 
business as herein above described. the 
respondents in connection with the offer- 
ing for sale and sale of their products 
in said commerce, under a trade status 
designated by them as ‘wholesalers.’ have 
quoted in connection with each of the 
items listed in their catalogs heretofore 
referred to, certain figures termed by the 
respondents ‘list prices.’ 

“An insert in said catalogs advises 
prospective customers and members of 
the consuming public that the said ‘list 
prices’ for dealers of all items in the 
respondents’ catalogs are ‘subject to dis- 
counts of 50 per cent and two per cent 
additional for cash’ on the remaining 50 
per cent, making a total discount from 
the ‘list prices’ of 51 per cent. 

“The term ‘list prices’ is a trade term 
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(is False ‘List Prices’ 





51 Per Cent Discount from 
"List" Found to Be Not True 
Wholesale but the Usual Price 





used by manufacturers, jobbers and 
wholesalers to designate retail price in 
connection with sales to the retail trade 
and is so understood by members of 
the purchasing, buying and consuming 
public. The term ‘list prices’ as used by 
respondents, and the discounts therefrom, 
and used by them cause the consuming 
public to buy their merchandise under 
the belief that the said corporate respon- 
dent is a wholesaler engaged in selling 
to the retail dealer trade, and that the 
consuming public is buying from said 
corporate respondent at retail dealer 
prices. 

“In truth and in fact, so-called ‘list 
prices’ are not ‘list prices’ but are figures 
that will, when reduced by the discount 
of 51 per cent, be figures which will show 
the prices of respondents’ articles as 
offered for sale to members of the pur- 
chasing public. The said prices at which 
respondents’ articles are sold to the pur- 
chasers thereof are not, and have not 
been, wholesale prices of such articles, 
but are the usual and customary prices 
charged by respondents in the usual 
course of business. 

“The aforesaid practices of the respon- 
dents have had, and have, the capacity 
and tendency to mislead and deceive a 
substantial portion of the purchasing 
public into the belief that the products 
offered for sale and sold by them are 
sold at wholesale prices, and that such 
persons as purchase such articles from 
the respondents may buy at the whole- 
sale prices and save the retail dealers’ 
profit, and to induce the purchase of re- 
spondents’ products by members of the 
purchasing public by reliance upon such 
erroneous belief, with the result that 
trade has been diverted unfairly to the 
corporate respondent from its comoeti- 
tors likewise engaged in the business of 
distributing and selling jewelry, silver- 
ware, diamonds, watches, clocks, leather 
goods, and kindred items, in commerce 
between and among the various states 
of the United States and in the District 
of Columbia.” 

The FTC concludes: 

“The acts and practices of respondents, 
under the conditions and circumstances 
described in the foregoing findings, are 
all to the prejudice and injury of the 
public, and constitute unfair methods of 
competition in commerce and unfair and 
deceptive acts and practices in commerce 
within the intent and meaning of the 
federal trade commission act.” 
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Elgin Watch Co. Completes Job 
Of Protecting Jewelers in 
All Fair Trade Law States 


With the issuance of Elgin Retail 
Sales Contracts in the State of Wyoming, 
the Elgin National Watch Co. became 
the first watch manufacturer to have 
such contracts covering all its watches 
in every one of the 44 states which have 
Fair Trade laws. The states which have 
enacted no Fair Trade legislation are: 
Delaware, Missouri, Texas and Vermont, 
besides the District of Columbia. 

Alan Magary, director of sales re- 
search for Elgin, in a recent interview 
stated: 

“Elgin was the first watch company 
to issue retail sales contracts when we 
issued our Illinois contracts in January, 
1937. 

“Since then we have carefully studied 
the new state legislation on price main- 
tenance and the experience of other com- 
panies with it, so that the Elgin contract 
form in affect today is considered by 
many legal minds to be the simplest yet 
most effective ever issued. 

“And our contract is the only one of 
its kind made directly with the retailer 
by a watch manufacturer.” 

When questioned on Elgin’s method of 
contract issuance, Mr. Magary outlined 
briefly the procedure: 

“First, we sent contracts to dealers 
handling Elgin watches. Then we in- 
formed by letter dealers not handling 
Elgin products of the existence of Elgin 
retail sales contracts in their states. Thus, 
we gave 100 per cent notification of con- 
tract issuance.” 





California Horology Bill 
Dies in Legislative Committee; 
Fair Trade Fails in Texas 


All but three of the 44 state legislative 
bodies that hold regular sessions this 
year had completed their work and ad- 
journed by the time Tue Jeweters’ Cr- 
cuLAR-Krystone went to press, but in 
several other states executive action was 
awaited on measures that lawmakers had 
passed. 

Legislative activity of the past month, 
state by state, follows: 

California—Although generally revised 
from the form in which it was originally 
submitted, a bill intended to regulate the 
practice of horology failed to gain a 
favorable report from the assembly com- 
mittee on governmental efficiency and 
economy and died with adjournment of 
the legislature. 

Texas—A.- fair trade bill approved 
early in the session by the lower house 
proved to be the most controversial issue 
before the Senate during a two-month 
period. And its final approval near the 
close of the session did not terminate 
its stormy career and add the Lone Star 
state to the 44 that permit manufacturers 
of trade marked products to fix minimum 
resale prices, for Gov. Lee O’Daniel 
vetoed the bill. 

Wisconsin—The Governor signed a bill 
approved by the Legislature a month 
ago which permitted practicing watch- 
makers to register without examination 
up to June 30, 1939. As passed two years 
ago, the watchmakers licensing act de- 
clared that registration must be made 
within six months of the effective date of 
the act. 

Given final legislative approval, and 
awaiting the Governor’s signature or 
veto, was a bill to prohibit jewelry auc- 
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RETAIL JEWELRY SALES MAP FOR JULY I, 1939 
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INSUFFICIENT DATA 





HE accompanying map shows in per cent how independent jewelry store sales during June, 1939, 

compared with business in June, 1938. On the basis of detailed reports from 875 stores in 28 states, 
the t of busi done in June, 1939, was 11.2 per cent greater than that of June, 1938, and 3.9 
per cent greater than that of May, 1939. 

June was the fourth successive month with jewelry sales greater than the corresponding month last 
year, and was also the fourth successive month to show a gain over the preceding month. J.C.-K.'s 
Psy —_ Index rose to 138.2, 18 points higher than a year ago, and only six points below the index 
‘or June, 1937. 

Operations in Florida, Nevada and Wyoming again are not disclosed because of an insufficient 
numblar of jewelers reporting in those states. Data is available for the first time for Massachusetts. 
Of the 25 states for which separate figures may be shown, 20 registered gains in June, 1939, over the 
same month last year. With an unfavorable comparison of 7.9 per cent, Kansas had the poorest 
results, and the other four states ran behind by an even smaller per cent. 

The best comparisons with a year ago were made in Montana, plus 38.7 per cent; Oregon, plus 
28.8 per cent; Georgia, plus 26.4 per cent, and Washington, plus 24.1 per cent. Ohio had the next 
largest gain, 20.8 per cent. Gains of better than 10 per cent were shared in Alabama, California, 
lowa, Illinois and Massachusetts. 

_ June operations in the following cities are shown in comparison with the same month in 1938: 
Chicago, plus 9.9; Los Angeles, plus 22.6; St. Louis, minus 2.6; San Francisco, plus 3.5; Seattle, plus 
15.4, and Portland, plus 34.5. 

The data upon which this report is based have been compiled by the Current Statistical Service, 
Bureau of the Census, Washington, D. C. The combined volume of the reporting stores was $3,113,093 
for June, 1939; $2,800,255 for June, 1938; and $2,995,426 for May, 1939. 
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tion sales between Dec. 1 and Dec. 26 of , his agents, employees and successors from 


advertising, offering for sale or selling 
Community Plate or any other commod- 
ity made by Oneida, Ltd., and bearing 
Oneida, Ltd.’s trade-mark, brand or 
name, at less than established Fair Trade 
price schedules. 

Costs in connection with the case were 
assessed by the Court against the de- 
fendant. 

Cheered at the winning of this new 
battle in behalf of Fair Trade Law en- 
forcement, E. F. Kitendaugh, manager 
of Oneida’s legal department, assured 
distributors of Community Plate in the 
Philadelphia area that this injunction 
will now enable them to sell Community 
Plate at fair prices. 


any year. Numerous amendments were 
delaying assembly progress of a Senate- 
approved second-hand watch sales bill. 





Court Orders Philadelphia Firm 
To Maintain Fair Trade Prices 
In Selling Community Plate 


PuitapeLtpHia — Another in its long 
chain of victories for price-maintenance 
was won here by Oneida, Ltd, recently. 

Oneida, Ltd., obtained a permanent in- 
junction against Max R. Leven, individ- 
ually, and trading as Leven & Son, 8th 
and Sansom Sts. 

The decree restrains the defendant and 
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Jewelry Makers 
Optimistic Qver 
Balance of Year 


ProvipeNce — Jewelry manufacturers 
in the Providence-Attleboro ‘area are 
looking forward to an active season this 
year as business already placed, espe- 
cially in the Attleboro section, has 
greatly exceeded that received at this 
date a year ago. 

While 1938 was not an especially suc- 
cessful year for the jewelry industry as 
a whole and the gains have naturally 
been of large proportions, the feeling of 
optimism which now _ permeates the 
manufacturing end of the industry is 
reflected in estimates in some quarters 
that business during the latter part of 
this year will closely approach that done 
in 1937. The latter period is generally 
recognized to have been the best since 
the start of the general business depres- 
sion in 1930. 

In Attleboro, where a substantial por- 
tion of the business is done with jobbing 
houses, many plants have already hit 
high operating levels. A majority of the 
jewelry factories in this district were 
closed for vacations and plant inspec- 
tions during the first week of July and 
manufacturers were planning for 
steadily increasing operations until the 
peak is reached during October and 
November. 


Higher Production Costs 


The New England Manufacturing 
Jewelers & Silversmiths Association 
has again this year sent letters to job- 
bers and other jewelry distributors 
stressing the importance of early place- 
ment of orders if deliveries are to be 
assured in time for the Christmas 
shopping period. This warning has been 
seconded by individual manufacturers 
who point out that last season some 
buyers held off on releasing their orders 
with the result that they were unable 
to get delivery when they finally placed 
their business. 

The production schedule is compli- 
cated this year by the fact that manu- 
facturers will be forced to reduce the 
regular.work week from 44 to 42 hours 
under the wages and hours law. All 
work done over this maximum must be 
paid for at time and a half and in many 
cases manufacturers say that they will 
be unable to fill orders at the high rate 
because of their narrow profit margins. 

To offset the effects of delay in plac- 
ing orders some of the plants in this 
vicinity have turned to the production 
of goods for inventory, although the 
amount which they can build ahead is 
strictly limited to a few items and a 
moderate number of each. Where manu- 
facturers are following this plan they 
are confident that the inventories will 
be moved and are even looking for 
further active operations to fill the de- 
mand which they are sure will develop 
as the season progresses. 


Behold—the Pendant Returns 


Current reports indicate that one of 
the more popular items this fall will be 
the chain and locket which has_ been 
popular during the past two seasons. 
Crosses still account for a large share 
of business and the newest trend for 
neckpieces seems to be in the field of 
pendants. Makers of compacts and 


cigarette cases are active, especially in 
the higher price brackets, items retail- 
ing at from $5 to $15 each. 

In some cases sales gains are said to 
approach 50 per cent when comparison 
is made with the 1938 volume. In iso- 
lated instances. sharp gains during the 
1938 season have been followed by fur- 
ther increases this year. 


Foreign Buyers Are Active 

A feature of the past few weeks in 
the manufacturing industry has_ been 
the larger-than-usual number of buyers 
from foreign countries who have visited 
Providence this year in quest of new 
lines. To some extent the influx has 
been attributed to either the inability or 
the unwillingness of British and other 
foreign buyers to buy from Germany 
and the former Czechoslovakian terri- 
tory. Whatever the reason, buyers have 








come here from England, France, Cap- 
ada and even South Africa. 

In some cases these buyers were 
looking for items at costs in the neigh. 
borhood of those they formerly paid in 
Central European nations and have been 
disappointed to find few such articles jp 
the market here. Several of these for. 
eign buyers have met the problem by 
stepping up the price ladder and where 
these items have been offered abroad, 
the response on the part of the con- 
sumer has been highly satisfactory, In 
a few instances the foreign buyers have 
been unable to place much business here 
because of the fact that numerous 
jewelry plants here have their own 
agents abroad and hence were unable 
to conduct business with the visiting 
buyers. 

All in all, the industry is looking for- 
ward with hope and confidence. 














Get a FIRST-HAND PICTURE of 
Gold Filled and Rolled Gold Plate are m 
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When you come to the National Re- 
tail Jewelers’ Convention this month, 
make it a point to see the Rolled Gold 
Platers’ exhibit. For it will give you the 
interesting, ccmplete story on how Gold 
Filled and Rolled Gold Plate are made 
— how they get their long-wearing sur- 
faces — show you why these products 
are held in high regard wherever fine 


plated jewelry is sold. 


Or better still, if you’re traveling in 
the East, visit one of the plants* where 
Gold Filled and Rolled Gold Plate are 
manufactured. There you will see fine 
*Write the Research Division of the Rolled Gold 
Plate Manufacturers and obtain a list of plants 


located in various sections of the east. Then pick 
the one that’s most convenient for you to visit. 


‘ou’ ll be welcome. 









gold skillfully alloyed under strict 
tific control . . . formed and fused to} 
non-precious base metal . . . then 
under great pressure to give the g 
dense, compact long wearing surf 


And throughout this process y 
see strict control of the karat and 
That’s why, under the stamping’ 
Gold Filled and Rolled Gold Plate 
always be marked for both karat 
quality. Other markings, such as “ 
Plate,’’ “Equivalent of,’’ etc., are 
used to identify genuine Gold Filled 
Rolled Gold Plate. Take for example 
marking ‘ Gold equivalent of 1/20 14K. 
This wording does not mean that 
article is plated with 1/20 14-karat 
nor that it has the wearing quality 


Research Division of GOLD FILLED an 
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N.W.J.A. Offices Enlarged 
Through Construction of New 
Building on Adjacent Property 


PuiapeLpHia — George A. Fernley, 
secretary of The National Wholesale 
Jewelers’ Association, early this year 
purchased the property at 104 N. 5th 
St., and has just completed extensive 
alterations including the erection of a 
two-story addition which joins it with 
the property at 505 Arch St., where the 
Fernley offices have been located for 
more than 30 years. 

As a result of the acquisition of the 
property, the association’s offices have 
been enlarged about 50 per cent and the 
interior arrangement has been changed 
completely. 

Associated with Mr. Fernley are H. 
R. Rinehart, who has been assistant 
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One of the steps showing great pressure being applied in 
the rolling process used in the manufacture of Gold Filled 
and Rolled Gold Plate. 


1/20 14-karat. It is only a way of stating 
the fine gold content. 

So when you plan fall lines, make sure 
that you are prepared to sell plated 
jewelry of known wearing quality: 
wrought from genuine Gold Filled and 
Rolled Gold Plate. 








secretary of the asociation for a number 
of years, Thomas A. Fernley, Jr., his 
nephew, and P. F. Hord, former presi- 
dent of the Simmons Hardware Co.. of 
Philadelphia. 


NICHOLAS TAKES AGENCY 


Fred G. Nicholas has resigned from 
S & C in Philadelphia to take the agency 
for Silver City Glass Co. and New Mar- 
tinsville Glass Co. 

He will have the Philadelphia, Balti- 
more, and Washington area formerly 
held by William Schultz, one of the 
owners, who will become sales manager 
of both factories. 

Since the purchase of the New Mar- 
tinsville Glass Co., drastic changes have 
been made and many improvements are 
planned for the future by the new 
owners. 


What is Gold Filled and Rolled 
Gold Plate? 


For either product, 10k or higher gold must 
be used, to conform to US Commercial 
Standard No. CS47-34 (except watch cases, 
made to special standard). In qualities of 
1-20th and more it is called Gold Filled. 
Lower than 1-20th it is called Rolled Gold 
Plate. Make sure your jewelry is made in 
accordance with this U. S. Commercial 
Standard, thereby protecting yourself and 
your customers — insist on a written 
guarantee from your supplier. 





HARD COMPACT LATER RON PRECIOWS 
OF RamAT COLO BASE CTA 


HARD COMPACT LATER 
Of naRAT COLO 

















ROLLED GOLD PLATE manuracrurers 


HEADQUARTERS eeePROVIDENCE*++RHODE ISLAND, 
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Jewelers from South Side of Street 
Defeat North Siders in Sports 
At Sansom St. Group's Outing 


PuiapeLpHia — Approximately 115 
members and guests attended the 27th 
annual outing of the Sansom Street 
Business Men’s Association at the Mel- 
rose Country Club, July 15. Jewelers 
from the south side of “The Street” de- 
feated opponents representing the north 
side in a sports program including base- 
ball, volley ball, sack and potato races, 
tug-of-war, 220-yard and _  100-yard 
dashes and gas-ball. The south siders 
won a trophy presented by the associa- 
tion. 

As a highlight of the gustatory pro- 
gram, the picnickers were served a steak 
dinner. Isaac Shifren, chairman of the 
picnic committee, was unable to be 
present because of illness. His place 
was taken by Josef Milner, who was 
assisted by Robert Shifren, Harry Lei- 
bowitz, Samuel Lashof, Barney Traten- 
berg, Norman Hinde and Michael Orloff. 





Segel's New Jewelry Store 
In Schenectady Has Novel Lighting 


Scuenectapy, N. Y.—An unusual 
store front and novel lighting effects are 
the outstanding features of Segel’s 
jewelry store, opened recently at 411 
State St. Segel’s, under the proprietor- 
ship of Maxwell H. Segel, has conducted 
a retail jewelry business at 319 State 
St. for 22 years. 

What is described as the first of its 
kind in general use in the United States 
is the illuminated awning bar or awning 
cover over the front of the store. Be- 
hind a special white glass is a_ blue 
neon light arrangement, while on the 
white glass are cast aluminum letters, 
sprayed maroon for day-time effects. 
At night this arrangement gives a pleas- 
ing silhouette effect against the blue 
background. 

Above the illuminated awning bar is 
the main sign. 


CROTON OFFERS TWO NEW WATCHES 


Two new models have just been an- 
nounced by the Croton Watch Co.—one 
a small ladies’ watch in a 14-k gold case 
set with 16 diamonds; the other a 
chronograph equipped with telemeter 
and tachometer. 

Named “Merle,” the ladies’ model is 
cushion-shaped and of modernly attrac- 
tive appearance. While miniature in 
size it contains a standard 17-jewel 
Croton movement. 

The chronograph is especially de- 
signed for doctors, sportsmen, aviators 
and others who need accuracy of time 
to one-fifth second. It is equipped with 
a sweep-second hand on a special dial 
scale and gives direct readings without 
computation. 

It is offered at a cost considerably be- 
low that of chronograph models pre- 
viously marketed by this company in 
the belief that the lower price will open 
wider markets to the jeweler for its 
distribution. 

Newspaper advertising mats on both 
models are being prepared for the use 
of dealers who may find use for them. 

Monterey, Cat.—J. B. Wallace has 
opened a jewelry store in this city. He 
came to California, after graduating 
from the Wisconsin Institute of Horol- 
ogy. 
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Cut from the Rough 


A jeweled 
tropical fish 
with a body 
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Superior Gem Co., Inc. 
Cutters & Importers of 


Elgin Day at World's Fair 


_ Aug. 18 Will Celebrate 
| Watch Co.'s 75th Anniversary 


With ceremonies in its observatory 
building at the New York World’s Fair, 
the Elgin National Watch Co. on Aug. 
18 will celebrate the diamond anniver- 
sary of its founding 75 years ago, in 
August, 1864, by B. W. Raymond. The 


| Fair has designated Aug. 18 as “Elgin 
| Day.” 


Precious & Semi-Precious Stones | 


22 West 48th Street 


New York Ciiy 








MONEY CLIPS 


IN STERLING SILVER 
AND 14KT. GOLD 








SIMONS BROS. CO. 


269 SOUTH 9th STREET 
PHILADELPHIA 








ESTABLISHED 1839 








One of the first watches that left the 
Elgin factory in 1867 will be on display. 
Embodying principles of standardization 
and interchangeability of parts, it freed 
American watch-owners from the old- 
world handicap of difficult and costly 
upkeep. This forerunner of more than 
38,000,000 watches made in the Elgin 
factory is about three-quarters of an 
inch thick and was priced originally 
at $117. 

Frank E. Gronberg, the oldest crafts- 
man in the Elgin National Watch Co., 
will appear on the anniversary program. 
He was selected to appear not only be- 
cause of his 44 and a half years of ser- 
vice, but because of the part he has 
played in designing the intricate ma- 
chinery at the plant. 

The anniversary observance will in- 
clude radio features, in which officials of 
the company will participate. The ten 
college beauty queens, chosen by Elgin 
from “Big Ten” schools for their ‘charms, 
scholastic abilities and campus promi- 
nence, to act as hostesses in the building, 
will also take part in the celebration. 





Three Seized As Suspects 
In $72,000 Jewelry Robbery 


Three dangerous threats to the jewelry 
trade have been taken out of circulation, 
thanks to the united efforts of the New 
York police, the Federal Bureau of In- 
vestigation and Pinkerton detectives 
working in the interests of the Jewelers 
Security Alliance. The recent arrests of 


| three thugs, on different occasions, clears 





up the hold-up of Rimler & Horning’s 
eleventh story office at 565 Fifth Avenue, 
on Aug. 31, 1938. 

Although the Jewelry Security Alli- 
ance spent thousands of dollars in this 
hunt, its officers claim the money has 
been well spent, for it is expected that 
each member of the trio will be convicted 
and sent away for many years. 

Hendryk Reszka and Moe Auswacks 
were identified from photographs shown 
to the jewelers by the Pinkerton agents 
for the Alliance, as participants of the 
crime which netted them an estimated 
$72.000 in jewelry. Auswacks was nabbed 
on May 16. Reszka, who had been chang- 
ing his address from week to week to 
elude detection, was finally arrested. on 
a street in Yonkers, on July 6. Four 
days later Louis Venezia was picked up 
as the third suspect. 

It is expected that each will have about 
12 years’ short time to serve, and Reszka 
and Auswacks will probably get another 
ten years for an escape from prison. 
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NOBLE. FINDINGS 


CAN BE DESCRIBED IN JUST 
ONE WORD 


Canpection 


HONEST QUALITY 
SUPERIOR FINISH 
EXPERT WORKMANSHIP 
PROMPT SERVICE 


- These factors guarantee 
all NOBLE findings to 
give the same satisfaction 
that Jewelers everywhere 
find in using the famous 


(N)BRAND SOLDER 


LOOK FOR THIS TRADEMARK (N) 








F. H. NOBLE & COMPANY 
535-559 W. 59th Street 
CHICAGO, ILLINOIS 




















MARCASITE JEWELRY 


TRADEK [Pmark 


Write for 
Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 








THE JEWELERS’ CIRCULAR-KEYSTONE 
for August, 1939 














Israel Zucker has leased an office at 
576 Fifth Avenue for the sale of dia- 


monds. 

Maurice Muney, doing business as the 
Crysler Watch & Jewlery Co., is now 
located at 62 W. 47th St. 

The Jewelers Technical Advice Co., 
operated by the estate of Sam W. Hoke, 
has moved from 136 Liberty Street to 
123 William Street. 

J. Ortman, silverware and jewelry, has 
taken a store, basement and suite of of- 
fices upstairs at 10 East Forty-seventh 
Street. The firm had been on Sixth Ave- 
nue for many years. 

The latest attractive addition to Fifth 
Avenue is the handsome new establish- 
ment of the London jewelry house of 
Ciro, at 711 Fifth Avenue, which was 
formally opened on June 29. 

The many friends of Lee Reichman 
will be glad to learn that the diamond 
importer returned to his office at Reich- 
man Bros., 20 W. 47th St., several weeks 
ago, after an illness of five months. 

M. Elkon Co., importers of diamonds 
at 580 Fifth Ave., have just received, 
direct from South Africa, their first ship- 
ment of diamonds, especially cut for 
them for distribution to the American 
trade. 

Pakula & Co., Chicago, dealing in 
souvenir jewelry, has opened an office at 
303 Fifth Ave. Harry Pakula is presi- 
dent. The capital stock is $10,000 with 
shares at $100 each par value. Main 
offices are at 5 Wabash Ave., Chicago. 

John M. Hartzberg, of J. & L. Hartz- 
berg, 665 Fifth Ave., manufacturers of 
platinum jewelry, will return July 31 
after a seven weeks’ trip visiting the 
diamond and colored gem markets of 
London, Amsterdam, Antwer p and 
Paris. 

A certificate of change of name was 
recently filed with the Secretary of State 
by the Prospect Jewelers, Inc., 322 Flat- 
bush Avenue, Brooklyn, and the name is 
now M. E. Finn, Inc. There will be no 
change in personnel, management or 
policy. 

Richard Meiser, who continues the 
jewelry business started by his father 50 
years ago, reports that his business has 
increased since moving across the street 
into a new store at 969 2nd Ave. Mr. 
Meiser is secretary of the Metropolitan 
RJA. 

Bernat Co., distributors of Swank 
Products, late last month moved into 
larger quarters on the third floor at 9 
Maiden Lane. Following the A.N.R.J.A. 
convention, its salesmen will leave for 
their respective territories with their 
new fall lines. 

Despondent because he was informed 
that his wife was hopelessly ill, Benjamin 
Lewis, 60, 250 Fort Washington Avenue, 
a jewelry salesman, leaped or fell from 
« hall window on the 12th floor of 48 
West Forty-eighth Street, on July 5. 
lewis had just returned some jewelry, 
which he had shown to a_ prospective 
customer, to Kaplan Brothers, on the 
10th floor. 

Harry DeRoy, who is associated with 
the Alby Jewelers in Hackensack, N. J., 
was to be married to Miss Mildred Kop- 
low, of Passaic, N. J., on July 30. Mr. 
DeRoy is a son of the late Harry DeRoy, 
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of Newark, N. J., and a grandson of 
the late Israel DeRoy, of Pittsburgh. 
His attendants were to be his uncles, 
S. H. DeRoy and Manuel DeRoy, of 
Pittsburgh. 

The Court of Appeals, in Albany, 


ruled on July 11, that disorderly picket- | 


ing in labor disputes may be restrained 


by injunction, sustaining the appellate | 
division in upholding an injunction is- 


sued by Judge Salvatore A. Cotillo, in | 


June, 1938, enjoining the United Retail 
Employees Union, Local 830, a CIO 
affiliate, from picketing stores of the 
Busch Jewelry Co., of New York. 

The famous Franklin Dennison collec- 
tion of 367 antique watches, bequeathed 
to Waltham Watch Co. recently, by the 


son of one of the founders of the com- | 
pany, and usually on display at the fac- | 
Mass., is now | 


tory in Waltham, 





exhibited for the first time away from | 


the factory at Stern Brothers, 42nd St., 
where it will remain for some time. 
The watches date back to 1525. 


Six rewards for information leading 
to arrests and recovery of stolen jewelry | 
store property were reported at the | 


quarterly meeting of the Jewelers’ Secur- 
ity Alliance. Richard C. Murphy, coun- 


sel, also reported on the arrest of three | 
men suspected of the Rimler & Horning | 
robbery of last August, which case the | 


Alliance was partly instrumental in 
“breaking.” 
enrolled during the quarter. 


Kighteen new firms were | 


S. E. O. Shephert, principal of the | 


wholesale jewelry firm of H. Williamson, 
South Africa, Ltd. of Johannesburg, 
South Africa, departed for England, 
June 30, aboard the Mauretania, and will 
visit there briefly before boarding an- 
other boat for home. Mr. Shephert, who 
was accompanied on the 14-weeks’ trip 


by Mrs. Shephert, traveled extensively | 


in the Eastern states and also spent 
considerable time with the New York 
jewelry trade. 

Taking advantage of the July 1 week- 
end, safe-crackers broke into the office 
of Frank C. Osmers Co., Inc., at 45 West 
Forty-fifth Street, and stole a variety of 
jewelry and findings. A burglar-proof 
inner vault, which contained more valu- 
able jewelry, was not touched by the 


yeggs, for which reason the police are | 
inclined to believe they were profes- | 


sionals. Frank C. Osmers, Jr., says the 
loss may run from $5,000 to $10,000, and 
was partially insured. 

Maj. E. Cecil Jones, managing direc- 
tor of R. A. Jones & Sons, Ltd., South- 
end-on-Sea, England, visited New York 
and Washington, D. C., last month, call- 





BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City. 








GraFr, WASHBOURNE & DUNN 
FINE SILVERSMITHS 
SPECIAL ORDERS 

SOLICITED 


142 WEST 14th STREET 
NEW YORK 








HOW A GEM WAS BORN 


Displaying the evolution of Gems from 
rough material to the finished jewels. 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 











IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 
¢, VAPID, 
CALIBRE 5975 pittc, Mau. 


Work 





BArclay 7 7245 





87 Nassau St., N. Y. 








Contracts © Receipt Books, ete 
Samples Sent FREE 


5. J. SURNAMER CO0.—370-7th Ave., N.Y 
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| ENCRUSTERS 











STONE RINGS ENGRAVED 
| @ CRESTS @ ORILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 
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Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 


‘71-73 Nassau Street, New Yeort 


ing upon cash, credit and department | 


jewelry stores, jewelry and silverware 


manufacturers, and officers of A.N.R. | 


J.A. Major Jones is past president of 
the National Association of. Goldsmiths 
of Great Britain and Ireland, vice-presi- 
dent of the National Chamber of Trade 


and is active in many other trade organ- | 


izations. 

Discussion of the matter of diamond 
appraisals was one of the chief topics at 
the June meeting of the Metropolitan 
R.J.A., held June 29, at the Hotel Com- 
modore. Some members expressed the 
opinion that New York jewelers should 
question the owner of a diamond being 
appraised to learn where it had been 
purchased. It was pointed out that 
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Orders for Jobbing Stones and La 
Work Carefuliy and Promptly Fit 





Diamonds 
and 


Diamond Mounted Jewelry 
WHITELAW BROTHERS 
Diamond Importers and Cutters 





48 West 48th St. New York City 
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THE QUALITY OF 
A MAINSPRING 


is developed in the strip of steel by 
much careful work. It does not just 


happen. The crosscurved form of 


Sandsteel Mainsprings 


is always an Extra Value. 
the power 20% and improves resilience. 


It increases 


Order from your jobber complete as- 
sortment for all makes of watches. 


Made in U. S. A. by 
WATCH-MOTOR 


MAINSPRING CO., INC. 
145 Hudson St. New York, N. Y. 











e . 
Antique Rings 
Reautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 
monds; with ename 

Send for quotations 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 








NEW YORK, N. Y 
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We cordially invite your in- 
spection. Won't you drop in 
during your trip to the Fair? 


Jamalideen Ahamed 
Consumers Building 


N. Y. World's Fair 


Offering a direct source for importers 

of star sapphires, sapphires, star rubies 

and moonstones of extra quality. 
Strictly fixed prices. 


CO TTT 3 
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RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 











| diamonds are sold at a lower figure on 


| tion in 
| praisal value. 





the lower East Side than by the Fifth 
Avenue or other regular retail jewelry 
outlets, and this should be a considera- 
determining a reasonable ap- 
Ross A. Baer, counsellor, 
reported on a conference held with the 
license division of the police department. 

Warren McManus succeeds his father, 
the late William F. McManus, as presi- 
dent of Frederick Keim & Co., Inc., 
manufacturing jewelers and diamond 
merchants, at 25 W. 45th St., where the 
firm has been located for the past 25 
years. The deceased had entered the 
employ of Frederick Keim, at the age of 
14 years. After 32 years he became 
president, in 1924, and retained the office 
until his death. He was prominent in 
New York social circles, and for several 
years was president of the Marquette 
Club and was also chairman of the en- 
tertainment committee of the Catholic 
Club. He was a member of the Xavier 
Alumni Sodality and the Greenwich 
Village Historical Society. He travelled 
extensively throughout the world, and 
frequently visited all 48 states in a 
single year. 


Fluorescent Lighting 
For Bulova Watch Company's 
New Quarters 


Indicative of the current interest in 
fluorescent lighting is the action of the 
Bulova Watch Co. in using this new 
type of lighting exclusively for illumi- 
nation .of its new quarters at 630 Fifth 


| Ave., New York. 





Fluorescent lighting, because of its 
high efficiency which transmutes electric 
energy into light without noticeable loss 
in the form of heat, and because of its 
many other unusual qualities which 
make it especially suitable for the illu- 
mination of jewelry store goods, is now 
receiving much attention in the jewelry 
trade and is thus given a further im- 
petus. 

According to an announcement from 
the Bulova Watch Co., all workers are 
provided with perfect “day” lighting, 
a bright, cheery atmosphere is given to 
the whole office and three times as much 
light at one-third the cost of ordinary 
filament bulbs is provided. 

Equipment for the installation was 
furnished by the Hy-Grade Sylvania Co. 
and installed by the Polarizing Equip- 
ment Co, 





Longines-Wittnauer Co. Occupies 
New Premises at 580 Fifth Ave. 


The Longines-Wittnauer Co. has moved 
to a spacious suite at 580 Fifth Avenue. 
The new quarters are handsomely ar- 
ranged and furnished in tones of walnut, 
bronze and green, occupying 14,000 feet 


| of space. 


The move to this new location, accord- 
ing to Longines-Wittnauer’s announce- 
ment, is caused by the need for greater 
space to take care of the company’s 
expanding business, which it is stated 
will be 33-1/3 per cent larger in 1939 
than the biggest previous year of its 
watch sales history. 


Jewelry Industry Publicity Board 
Moves to 366 Fifth Ave., New York 


The office of the Jewelry Industry 
Publicity Board will move Aug. 15 to 
366 Fifth Ave., New York, on the same 


floor as the suite occupied by June 
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Hamilton Rhodes, Ine., fashion 
cists, agents for the board. 

The quarters will consist of a room 
overlooking Fifth Ave. for William D. 
McNeil, executive secretary, and an ad- 
joining receptionist’s office. 

Since its inception four years ago, the 
Jewelry Publicity Committee, of which 
the present Jewelry Industry Publicity 
Board is successor, has been situated in 
the same suite as the national headquar- 
ters of the A.N.R.J.A. at 22 W. 48th 
Street. 

The removal will remove congestion at 
the former address and will enable all 
the work of jewelry publicity to be 
directed from 366 Fifth Ave. 


publi- 





Memory of Zach A. Oppenheimer 
Honored by Board of Trade 


The latest periodic meeting of the 
directors of the Jewelers Board of 
Trade voted a resolution of appreciation 
and honor to the late Zach A. Oppen- 
heimer, who passed away on May 23, 
formerly a member of the board of 
directors and vice-chairman of the ad- 
justment committee of the board. 

The tribute to Mr. Oppenheimer’s 60 
years of service in the jewelry industry 
was made a permanent part of the 
records of the board, and a copy of it 
sent to his family. 





HALTS "MANUFACTURER" CLAIM 


In a stipulation entered into with the 
Federal Trade Commission, Charles 
Monnat, New York, agreed that in con- 
nection with his sale and distribution of 
watch spring products, he will discon- 
tinue the use of the word “manufac- 
turer” or any other word of similar 
meaning which would represent that the 
products sold by him are made in a 
plant or factory which he owns or op- 
erates or directly and absolutely con- 
trols. when such is not the fact. 





WHITELAW BROS. AUCTION 


Whitelaw Bros., Inc., diamond import- 
ers, 48 W. 48th St., New York, will con- 
duct an auction sale of fine jewelry 
made of diamonds, platinum and gold, 
on Aug. 30 and 31, commencing at 10.30 
o’clock in the morning. 

The dates were set to permit the at- 
tendance of jewelers in New York for 
the A.N.R.J.A. convention. The jewelry 
to be auctioned is valued at a quarter 
of a million dollars. 





Lon R. Mauzy, whose jewelry store 
at 227 Massachusetts Ave., Indianapolis, 
has been located in the same square for 
42 years, last month reopened business 
after taking a vacation. 








EACH PIECE a WORK “OF ART 
GS. WENZ 


48 West 48th St. New York City 
Antique Rings, Bracelets, Clip and 
Flower Brooches 
Enamel Work a Specialty 
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The Lehigh Valley Railroad Watch 


Inspectors and Boosters 


were organized at an_ enthusiastic 


two-day session, held June 27 and 28, at the Hotel Astor, New York. The meetings were in charge of 
L. E. Clark, Syracuse, N. Y., assistant general time inspector assisted by Webb C. Ball, Jr., assistant 
general time inspector, and George Brasch, both of Chicago. Officers elected were: S. C. Barrett, 
honorary president; William Hauser, president; W. H. Thorne, vice-president, and George W. Irving, 
secretary. Speakers were H. Russel Williams, New York representative of the Waltham Watch Co., 
who talked on the watch industry. Howard L. Beehler of the Hamilton Watch Co., who told of the 
development of wach escapements; Edward F. Hufnagel, Mount Vernon, N. Y., who spoke in the interest 
of the Horological Institute of America, of which he is treasurer; and Nate Marcus, Hoboken, N. J., 
who gave sound advise on watch selling. Other guests were W. H. Fowlie, of the Elgin National 
Watch Co.; John Hall, New York representative of the Hamilton Watch Co., Raymond C. Falt and 
William Brennan, of New York, and a number of officials of the railroad. Rudy Valee entertainment 








and a dinner were provided by the railroad on Monday evening. 














Kreisler Holds Sales Meeting 
To Inaugurate New Men's Line 


All territorial representatives and 
executives of Jacques Kreisler Mfg. 
Corp., 136 W. 52nd St., New York, as- 
sembled last month at the Hotel Edison, 
in Manhattan, for the purpose of examin- 
ing the complete range of the new 
Kreisler line of men’s jewelry—and to 
hear a presentation of the comprehensive 
merchandising campaign which is about 
to be launched for these products. 

Presiding at the meeting was Tobias 
Stern, vice-president, who discussed - all 
phases of the Kreisler policy for all of 
the company’s items. Executives of 
Raymond Levy Organization, advertising 
and merchandising counsel for the com- 
pany, were present to outline the various 
promotion angles. A complete store pro- 
motion set-up, exclusively for jewelers, 
has been produced under the title of 
“the Kreisler plan,” and a preview of 
this was exhibited and explained to the 
Kreisler territorial representatives who 
in turn will present the plan in detail to 
jewelers in all states. 

At the conclusion of the sales meeting 








DTN ES 
REFINISHED 


REVISED 
PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 








WRITE FOR | 





For a 


REAL PREMIUM ITEM 
Visit our Booth No. 83 at 
The ANRJA Convention. 


CADIE POLISHING CLOTH 
42 E. 23rd St. New York, N. Y. 


¥ 
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all present were joined by other Kreis- 
ler employees who then attended a ban- 
quet. 

“The Kreisler Plan” is also being pro- 
duced in complete booklet form and 
jewelers may secure a copy of this by 
writing to Jacques Kreisler Mfg. Corp. 





Longines-Wittnauer Co. to Sell 
Clocks That "Live on Air" 


The manufacturers of the Atmos clock, 
“the clock that lives on air,” have turned 
over the American distribution of the 
Atmos clock to the Longines-Wittnauer 
Watch Co., 580 Fifth Avenue, New York, 











Next thing to perpetual motion 


who will hereafter import, distribute, and 
service this unique time keeping mecha- 
nism. 

The Atmos clock requires no winding 
either by hand or electricity, but works 


by itself indefinitely without human in- | 


tervention. 

It operates entirely from variations of 
temperature and barometric pressure. 
A change of one degree centigrade gives 
more than 120 hours driving energy to 
the motor, which operates much more 
slowly than an ordinary movement, thus 
reducing wear and tear and enabling it 
to function without oil. 





B. D. Howes & Son, one of the oldest 
jewelry firms in Los Angeles, Calif., has 
taken a long-term lease on the northeast 
corner of Wilshire Blvd. at Westmore- 
land Ave., where the existing building 
will be extensively remodeled and mod- 
ernized before the removal on or about 
Aug. 15. 
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FRANK KAUFFMANN 


1485 Third Avenue 
New York City 


IMPORTER 


of the world famous 
hand carved 


cCUCKOOS 
CLOCKS 


SPECIAL 








Dials, complete ..... $0.75 
Hands, dozen, assorted 1.50 
Bollows, pair ........ 1.00 
Chains, pair ........ 1.00 
We also import: 
WALL, MANTELPIECE, 
400-DAY and GRAND. 


FATHER CLOCKS, also 
MOVEMENTS and All 
Parts. 








Write for new price list 








STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-8 
BRENET WATCH CO. 
266 W. 40th St.,New York 











WM. HERTEL & CO., Ine. 


Silversmiths & Platers 





GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 





(Before) 
( After) 


17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 














Felco 


( 
( 
CULD OREV PEARLS 





87 NASSAU ST. 


Tne Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST © 


DEAN COMPANY 


NEW YORK, N. Y. 





SS 
0 
Specializing 


Also complete Leather Case 
110 West 40th St. * 





Traveling and Boudoir Clocks 
Service 
New York 














BOWMAN |. 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write fer tree book ‘‘Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 


Z'RNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRN KILTON PHILADELPHIA 

















MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 














KLGIN & BELMAR 
———WATCHES——— 


LOUIS SICKLES 
1015 Chestnut St,, Philadelphia, Pa. 
‘HWholesate Distributorstothe Trade” 








BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street «+ . Philadelphia 











NATIONAL 
WATCH REPAIRING CO. 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U. S. 


727 Sansom St. Philadelphia, Pa. 




















EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST. PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 


Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES. ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 
























Louis Edelman, of 42nd St. and Lan- 
caster Ave., was to return July 25 after 
a vacation tour to the West. 

Samuel Cohen, of the Empire Smelting 
Co., 713 Sansom St., left July 3 for a 
seven-weeks trip to England. 

G. M. Morris, formerly in the jewelry 
industry, is expected to return to Sansom 
St., from Maine in the fall. 

Edward Graham, of Aisenstein & Gor- 
don, 712 Sansom St., was to spend a 
week’s vacation in Atlantic City in 
August. 

Curtis A. Hirst, of Alfred Humbert 
& Son, 10th and Sansom Sts., will spend 
the month of August vacationing at 
Ocean City, N. J. 

The first meeting of the Sansom Street 
Business Men’s Association for the new 
season will be held late in September, 
President Samuel Lashof announced last 
month. 

Philip Kind, Jr., of S. Kind & Sons, 
Chestnut St. at Broad, left July 17 for 
a three-and-a-half weeks’ trip to the 
San Francisco World’s Fair and _ to 
Southwestern cities. 

Michael Orloff, Armand Jacoby and 
Manny Hoffman, Sansom St. jewelers, 


| were scheduled to spend 10 days to two 


weeks’ vacation in Green Mansions in 
the Catskill Mountains the first part of 


| August. 


John A. Smith, of H. O. Hurlburt & 
Sons, 817 Chestnut St., spent a vacation 
visiting the World’s Fair in New York 
and Ocean City, N. J., last month.  E. 
R. Kranich, of the same firm, will leave’ 
Aug. 12 for a motor trip to Mammoth 
Cave, Ky. 

Fred J. Cooper, “Jeweler by Birth” 
at 113 S. 12th St., is expected to return 
to Philadelphia, Aug. 12, after a visit 
to his parents in England. Mr. Cooper, 
who sailed from New York, June 24, 
also expected to collect antique jewelry 
and silverware for the fall season. 

William Englehart, Jr., 67, head of 
a jewelry firm founded in 1831 by his 


| grandfather, died at his Philadelphia 


home June 27. He maintained an of- 
fice in the Real Estate Trust Building 
for the last five years after moving from 
quarters at 112 S. 13th St. and, for a 
time, being at 205 Market St. 

Approximately 25 members of the 
staff of Bailey, Banks & Biddle, 1218 
Chestnut St., were guests of J. B. 
Haines, Philadelphia advertising man, 
at his estate in Gwynedd. Baseball, 
quoits, ping pong and billiards were 
among games enjoyed. One feature of 
the outing was a grilled supper served 
from an open fire. 

A North Philadelphia jeweler was 
held in $1,000 bail July 8 on charges 
of receiving stolen goods following the 
arrest of a man who is charged with 
stealing $10,000 in jewelry and other 


| goods from Germantown homes. The 


jeweler, whose case will be presented 
to the grand jury, denied knowing the 
goods were stolen. 

The Philadelphia Federal Reserve 
Bank last month reported that retail 
sales, including jewelry sales, increased 


| fractionally in May over April and con- 
| tinued near the May level in June. Total 


retail sales in May were 16 per cent 
above the low point reached a year ago, 
and for the first five months of 1939 
have been five per cent larger than the 
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corresponding period of 1938, the bank 
said. 

Payrolls of jewelry and novelty manu- 
facturing plants in Pennsylvania in- 
creased 1.2 per cent in June over May 
and 22.5 per cent over June, 1938, the 
Philadelphia Federal Reserve Bank re- 
ported. The number of persons em- 
ployed in the plants and the amount of 
time they worked showed fractional de- 
creases in June as compared with May, 
but were considerably ahead of June, 
1938. 

Samuel Kressen, salesman for Samuel 
Lashoff, Inc., 7th and Sansom Sts., was 
injured slightly when a brick smashed 
a rear window in the store July 19. 
Mr. Kressen was telephoning when a 
passing automobile crushed a brick on 
the street outside the window where pav- 
ing operations were going on. The tire 
of the car sent the missle through the 
glass, a piece of which slashed Mr. Kres- 
sen’s hand. 

August F. W. Rublack, the second 
man to engage in the jewelry business 
on Sansom St., died July 2, in Lank- 
enau Hospital, after six weeks’ illness. 
Mr. Rublack, who was in his 84th year, 
began his jewelry manufacturing busi- 
ness in 1876 at 713 Sansom St. He 
retired service years ago. His widow, 
and a son, George S, Rublack, who con- 
ducts a jewelry and watch repair shop 
at 710 Sansom St., survive. 

Klmer Callaway, 44, of Camden, N. J., 
was arrested after the robbery of two 
jewelry stores in Camden July 13. Calla- 
way was captured after a chase by 
Edward Hess, 50, who told police he 
saw him robbing the store of Reuben 
Grossman, 1060 Kaighn Ave., Camden. 
4 $50 wrist watch was found in his 
pocket. ‘Three watches were stolen the 
same day when a thief broke the show 
window of the Clifford Cosnett store, 
420 Broadway. 

A committee from the Philadelphia 
Horological Guild is scheduled to visit 
Lancaster, Pa., Aug. 20 as one of the 
first steps in organizing a similar guild 
in the Lancaster watch-making area. 
Although no meetings of the Philadel- 
phia group have been scheduled for 
summer months, a program committee 
will meet this month to plan for fall 
and winter activities. The first meet- 
ing of the coming season will be held 
Sept. 5 at Franklin Institute. 

More than 1,400 dealers from Phila 
delphia and vicinity were guests recent- 
ly of the Proctor Electric Co. at a din- 
ner and entertainment in the Penn 
Athletic Club, when they saw a preview 
of the Never-Lift iron, which neither 
has to be lifted nor tilted. Following 
the dinner, they saw a playlet that drew 
a contrast between the ordinary electric 
iron and the new Proctor development. 
Touch a button and the iron lifts itself 
automatically, touch a lever and it re- 
sumes ironing position automatically. 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 
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The Metacomet Mfg. Co., 162 Clifford 
St., has been placed under a permanent 
receivership. 

A temporary receiver has been ap- 
pointed for the W. P. Alco Co., Ine., 
224 Eddy St. 

The Presto Cigarette Case Corp. fac- 
tory has been moved to 25 Robinson 
Street, Attleboro Falls, Mass. 

George L. Stringer, formerly credit 
manager of the International Silver Co., 
Meriden, Conn., has been promoted to 
the position of assistant treasurer and 
comptroller. 

Manufacturers of jewelry are prepar- 
ing to reduce their work week from 44 
to 42 hours on Oct. 24. The shorter 
work week is compulsory under the 
wages and hour law. 

William H. Blake, associate secretary 
of the New England Manufacturing 
Jewelers & Silversmiths Association, 
spent his vacation, from July 2 to 16, 
at East Brewster, Mass., on Cape Cod. 

F. Ronci Co., makers of military and 
shoe ornaments, is constructing a new 
building opposite its present quarters 
at 45 River Ave. The company plans 
to expand its line upon the completion 
of the new building. 

Arrivals of buyers in Providence were 
unusually heavy during the latter part 
of June and the early part of July. The 
influx was featured by larger than usual 
numbers of buyers from England, Can- 
ada and other foreign centers. 

William A. Shawcross, a partner in 
the firm of Munroe, Block & Co., has 
announced the marriage of his daughter, 
Elizabeth Ann Shawcross, to Leo M. 
Cooney, of Providence. The wedding 
ceremony was held in New York City, 
July 1. 

William O. Otis, Jr., executive secre- 
tary of the New England Mfg. Jewelers 
& Silversmiths Association, while on a 
business trip to New York City recently, 
stopped in to inspect the new showroom 
of Cohn & Rosenberger, makers of 
novelties, on Fifth Ave. 

Business of the Morgan Jewelry Co., 
62 Page St., in which the late Henry S. 
Walsh was a partner, will be continued 
with the same trade styles, it was an- 
nounced. The operation of the concern 
will be conducted by the two remaining 
partners, William S. Wickes and Arthur 
B. Peck. 

Payrolls in Rhode Island manufac- 
turing jewelry and silverware plants 
jumped sharply to $1,107,540 during the 
month of June, according to the Brown 
Bureau of Business Research. The 
figure was 8.3 per cent above that in 
the preceding month and 22.6 per cent 
higher than that in June, 1938. 

Carpenter & Wood, Providence manu- 
facturers of enamels, have moved from 
18 Callendor St. to a new factory which 
they have acquired at Aborn and Cedar 
St., quite near the old location. Mr. 


Sterfing 


BRIDCEPORT 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for August, 1939 














T. H. O’Brien, proprietor of this busi- 
ness, is justifiably proud of the larger 
and more modern facilities of the new 
plant. 

Collections in this vicinity for the 
Jewelry Industry Publicity Board fund 
were nearing the quota mark at mid- 


July, the N. E. M. J. & S. A., announced. | 


The association said that 


collections | 


were within $300 of the quota and that | 
some contributors were adding to their | 


initial contributions in an effort to reach 
the goal set at the start of the drive. 


Approximately 140 had subscribed to 
the fund against but 37 in the first year | 
in which the campaign was undertaken. | 


Massachusetts jewelry manufacturers 


were expecting that a directory order | 
establishing a minimum wage of 33 cents | 
per hour for women and minors en- | 
gaged in their industry would become | 


effective Aug. 1. The 33-cent wage, 
under the order, would be effective for 
one year when it would be advanced to 
35 cents per hour. It also provides that 
beginning in the second year learners 


with no previous experience in the in- | 
dustry would receive a minimum of 33 | 
cents per hour for not longer than 60 | 


days. 


19 Members of Vermont R. J. A. 
At Annual Meeting Elect 
N. O. Cote New President 


Buriincton, Vr.—Napoleon O. Cote 
of Bellows Falls was elected president 
of the Vermont Retail Jewelers’ Associa- 
tion at its annual dinner meeting in the 
Hotel Vermont, here, on July 19. He 
succeeds Merrill D. Armstrong of St. 
Albans. 

The election followed a dinner at which 
the principal address was made by 
Charles T. Evans, New York, secretary 
of A.N.R.J.A., who told of the work of 
the national organization. 

Other officers elected were Loren J. 
Bell, of Barre, vice-president, and Way- 
land Bristol, Vergennes, treasurer. Nine- 
teen jewelers representing stores in all 
sections of Vermont attended. . 


MAY IMPORTS 
Article Number Value 
Watches and watch move- 
ME Sewceedenaencede 221,312 $617,744 
Wee GO0OE “s cccccuctccasw |, Soewws 80,664 
Clocks and clock move- 
rer rr ors oe 777 4,051 
Diamonds— 
Rough, uncut ...... cts. 2,652 167,778 
Cs Ser cts. 41,693 2,417,777 
Pearls— 
eS PPT ere ce 6,000 
Cultured or cultivated .. 27,243 
Other precious and _ semi- 
precious stones— 
a re 8,178 
Gl. We wo cdccwcus 178,131 


BIRKS' OLD GUARD GROWS 


Monrreat, Can. — Seven members of | 
the staff of Henry Birks & Sons, Ltd., | 
jewelers, were admitted into the com- | 


pany’s “old guard” association, at the 
recent annual meeting of the veteran 
employes’ organization. Following pres- 
entations to the new members, who 


brought the total membership to 136, | 


an address was given by W. M. Birks, 
chairman of the board. 
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TE Original 


“SUPER-SERVICE” 
ROLLING MILLS 


PUL 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 


MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 




















For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 


s Gold 


LINE 
. Manufacturers of Novelties 
\ for New York World's 
Fair. License No. 758. 


} Send for Samples 
THE 
JEWELRY< CUTLERY NOVELTY CO. 


ATTLEBORO MASS 













ont | 


NORTH 


REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superi@® polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 


ft 


22 Patterns Sterling Silver 

ANCHESTER 
SILVER COMPANY 

Rhode Island 
























Providence 











Wustrated Catalog on reques 
ATTLEBORO. MASS 


Charms in 
WELLS MFG. CO., 


250 Sterling 














NEWS FLASHES FROM 
THE SALES FRONT!! 





‘*Best Assortment we ve 

seen’! 

“Going to be a real 
99 

watch year”. 


“Certainly are good 
diamond values’’. 


Just a few comments 
on our 
NEW FALL LINE 
WAIT FOR IT, IT’S WORTH IT! 





BALTIMORE, MD. - 














ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
® JEWELRY ® 
8 HOPKINS PLACE, BALTIMORE, MD. 














OUR SALESMAN 


will soon call on you 
with a complete line of jewelry 


ELGIN WATCHES 


SETH THOMAS CLOCKS 
WESTCLOX 
INGERSOLLS 

RONSON LIGHTERS 

SILEX COFFEE MAKERS 

ADMIRAL RADIOS 


and an extensive line of 


EASTON WATCHES 
tl 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 





WHOLESALE JEWELERS 


IMPORTERS OF 


DIAMONDS 














The Edenfield Jewelry Co., of Jack- 
sonville, Fla., has installed air-condition- 
ing. 

Ben Kingoff, of Wilmington, N. C., 
was in Baltimore during the week of 
July 9. 

J. E. 
jewelry 
recently. 

Mrs. P. R. Tucker, of Rock Hill, S. C., 
is spending a vacation at Myrtle Beach, 
that State. 

J. B. Mullican, formerly of Donna, 
Texas, has opened a new store in Wes- 
laco, Texas. 

The Glove Jewelry Co., Joseph Wea- 
ver, prprietor, has opened a new store 
in Durham, N. C 

Front and interior of Bryant’s Jewelry 
Store, Tiptonville, Tenn., was recently 
completely remodeled. 

Albert Erskine, president of Brodnax, 
Inc., assumed the office of president of 
the Memphis Rotary Club on July 1. 

Mr. and Mrs. John A. Kuhn, of Salis- 
bury, Md., are spending the month of 
July at their cottage in Ocean City, Md. 

George F. Scheer, Richmond, Va., 
ieweler, dropped dead at the wheel of 
his automobile Thursday night, July 6. 

Mr. and Mrs. Frank W. Selig. of 
Elizabeth City, N. C., are spending the 
summer at their cottage in Nag’s Head, 
N. C. 

Arthur C. Lancaster, formerly asso- 
ciated with S. T. Little Co., Cumberland, 
Md., has opened his own retail store in 
that city. 

Mr. and Mrs. Jerome Hoffer, of Cam- 
den, S. C., stopped in Baltimore recently 
en route home after a visit in Man- 
heim, Pa. 

The Bracken Jewelry and Optical Co., 
Pensacola, Fla., has been chartered by 
H. L. Bracken, W. J. Petty and W. P. 
Vandiver. 

The Globe Jewelry Co. has moved to 
a new location at 101 E. Main St., Dur- 


Bible, long time operator of a 
store at Morristown, Tenn., died 


| ham, N. C. The new store, much larger, 
is air-conditioned. 


Charles W. Bowen, of Lynchburg, Va., 
attended the recent convention of the 


Retail Merchants’ Association at Old 
Point Comfort, Va. 
John Mednikow, Memphis jeweler, 


| was recently honored by local Shriners 





with a “Mednikow Day,” with luncheon 
at the DeVoy Hotel. 
Jesse Lee Traughber has been trans- 


| ferred from Downey & Jones’s jewelry 


store in Springfield to their store in 
Lawrenceburg, Tenn. 

Mr. and Mrs. Sidney Kosch, of Spar- 
tanburg, S. C., have returned home after 
vacationing for several weeks at 
Wrightsville Beach, N. C. 

Joe and Aaron Kingoff, jewelers, of 
Greenville, S. C., are taking a motor 
trip to the Pacific Coast and will visit 
the World’s Fair at San Francisco. 

J. Engel & Co., Inc., Baltimore whole- 
sale jewelers, conducted an exhibition of 
holiday goods at the Lord Baltimore 
Hotel, July 6 and 7, which attracted 
many visitors. 

Charles A. Ruff has been placed in 
charge of the antique silver department 
of Arthur A. Everts Co., Dallas, Tex. 
Mr. Ruff was with Howard & Co., New 
York, for 15 years. 
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Raymond Yantis, who spent the last 
five or six years with Holzman’s, in 
Atlanta, Ga., has again taken employ- 
ment with Maier & Berkele, also of At- 


lanta, and now heads the diamonds 
department. 

The Jewel Box, Inc., of Bristol, Va., 
with maximum capital of $50,000, has 
been chartered by the Virginia corpora- 
tion commission to conduct a jewelry 
business. Ned W. Cohen, of Greensboro, 
N. C., is president. 

Paul Siebel, the Hamilton Watch Co., 
Lancaster, Pa., visited the Baltimore 
market, July 7, and paid his respects to 
J. Engel & Co., Inc., who are the dis- 
tributors of the Hamilton watch in the 
Baltimore territory. 

Mrs. Jack W. Gates, wife of Jack 
W. Gates, former Memphis jeweler and 
postmaster of the U. S. Senate and her 
daughter Mrs. Roy Gibson, were in- 
jured, June 25, in an automobile colli- 
sion at Kokomo, Ind. 

A. Graves & Steuwer Co., 104 S. Main 
St., Memphis, Tenn., are spending $10,- 
000 for a complete remodeling of the 
front of their building and for interior 
fixtures. The front will be of dark 
marble, with aluminum trim. 

The Zale Jewelry Co., Inc., plan the 
opening of a new store in San Antonio, 
Texas, about Sept. 1. The firm was 
organized in 1924 and now has stores in 
Dallas, Austin, Amarillo, Tulsa, Okla- 
horma City, and Springfield, Mo. 

W. A. Capps, 65, Athens, Ga., jeweler, 
died July 5, following a lingering illness. 
Mr. Capps was prominent in Masonic 
circles. He was also a member of the 
Shrine, Athens Rotary Club and Lexing- 
ton Chapter of the Sons of Confederate 
Veterans. 

Plans have been drawn for a complete 
remodeling of the jewelry store of 
Edwards & LeBron, Chattanooga, Tenn. 
The store fronts on both Broad and 
Market Streets, will be rebuilt in new 
and modern style. A remodeling sale 
is in progress. 

James Levi, of 316 W. Lexington St., 
Baltimore, following an annual custom, 
which he has observed for a long time, 
entertained a number of his personal 
friends at an outing at Wernersville, 
Pa., the week-end of July 15, and pro- 
vided a most enjoyable time. 

Jesse Coleman, Nashville, former 
president of the Tennessee Watchmakers 
and Jewelers Association, saw his first 
professional baseball game recently at 
Sulphur Dell Park. The only explana- 
tion that Jesse could give was that he 
“just been too darn busy, and maybe I 
didn’t have the six-bits!” 

Joe C. Bettencourt, San Antonio, 
Texas, jeweler, has been named as one 
of four men to serve on the international 
relations committee of the United States 
Junior Chamber of Commerce. Betten- 
court is chairman of the foreign rela- 
tions committee of the San Antonio 
Chamber and of the Texas Junior 
Chamber. 

A former engraver for Friedman’s, 
Jewelers, at Savannah, Ga., has been 
arrested, charged with the theft of nine 
diamond rings, 15 watches and a number 
of miscellaneous articles. Police state 
that the thefts, which took place over a 
number of years when the engraver was 
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employed at the store, will total several 
thousand dollars. 

The Richmond Horological Guild has 
been formed with the following officers: 
C. Roland Knowles, president; R. K. 
Beggs, first vice-president; and Rey- 
nolds C. Cowardin, secretary-treasurer. 


A board of trustees is composed of 
T. H. Johnson, Herbert Hatcher and 
C. E. Tytus, and an advisory board is 
composed of L. M. DeJone, A. A. Rich- 
ardson, P. E. Hicks, W. M. Gresham 
and G. W. Upham. 

G. M. Burke, of Keelaloe, Ont., was 
one of the visiting Shriners in Baltimore 
during the national convention of that 
body early in July, and looked up others 
engaged in the jewelry business and ex- 
changed greetings. He studied at the 
Bowman Technical School, Lancaster, 
and after that was employed by various 
jewelers on the Eastern Shore of Mary- 
land before he went back to Ontario, to 
establish himself in business there. 


Devaluation of feene 
Aids Export of French Watches 


WasHincton—Reports from the Com- 
merce Department’s office in Paris are 
that France’s export trade in watches 
increased sharply in 1938 because of the 
devaluation of the franc, with aggregate 
sales abroad increasing from 17,760 
pieces valued at $68,000 in 1937 to 142,- 
117 pieces valued at $135,000 last year. 
The department said that watches of 
non-precious metals and _ gold-plated 
metals represent the bulk of the coun- 
try’s watch export trade. 

Estimates place the production of 
watches in France during 1938 at 1,100,- 
000 units, an increase of approximately 
300,000 units over the preceding year. 
It was pointed out, however, that these 
figures do not include the very cheap 
watches, the output of which is believed 
to be about half of all other types com- 
bined. The chief export outlets for 
French small watches, the report said, 
are Belgium, Algeria, Spain, Great 
Britain, Switzerland, and Brazil. 





63 Atlantic Crossings 
Enough for this Jeweler 


Lexineton, Ky.—Victor Bogaert, Sr., 
founder of a Lexington jewelry com- 
pany—after crossing the Atlantic Ocean 
for the 63rd time—has returned here to 
stay. Having arrived in the Bluegrass 
city from Belgium, his native country, 
Mr. Bogaert announced last month that 
he plans to establish his permanent resi- 
dence in Lexington. In settling in Lex- 
ington, he joins his three sons, Edwin, 
Victor, Jr., and Romay, and his grand- 
children. Now 82, Mr. Bogaert is active 
mentally and physically. 





B. C. CLARK SELLS STORE 


Purcett, Oxra.—B. C. Clark, styled 
“Oklahoma’s oldest Jeweler,’ recently 
sold his jewelry store, established here 
by him 47 years ago, to T. B. Alexander, 
who has been manager of the store for 
the past four years. A few years ago, 
Mr. Clark started a second store in 
Oklahoma City, to which he will now 
devote his full time. 

Always an active civic worker Mr. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for August, 1939 





Clark served two terms as president 
of the Purcell Chamber of Commerce, 
was a charter member of the local chap- 
ter of the Rotary Club, and served two 


terms as president of the Board of Edu- | 


cation. 


WINSTON-SALEM HALF-HOLIDAYS 


Winsron-Satem, N. C.—Members of | 


the Winston-Salem district guild of the | 


North Carolina Watchmakers and Jewel- 
ers Association are closing their shops at 
1 P. M. on Wednesday during July and 
August. 

Entering into the agreement were A. 
Cohn & Co., Vogler’s, Fred N. Day, W. 
T. Eagle, Mears, Reznick’s, Kappi’s, 
Mooris W. Solomon, Ecker’s, Boyd M. 
Schaffer, Oscar Davis, Spears’, Empire 
Loan Office, and Star Jewelry Co., all 
jewelers, and G. C. Idol, J. W. 
and EK. N. Bynum, watchmakers. 


COSTNER BUYS STORE 


Lrexinoron, N. C.—J. P. Costner has 
purchased the interest of others in the 
Sheets Jewelry Co. here and is now sole 
owner of the store. The store was estab- 
lished here about 30 years ago by Albert 
E. Sheets. Policies of the store will 
remain the same under the new owner. 
Considerable merchandise has been pur- 
chased and stock and fixtures re-arranged 
and improvements made. 





DRAMATIZE TIME RECORDER 


Oxtanoma Crry, Oxra.—Since it was 
said to be first time-recording device 
installed in this city the Daily Oklahoma, 
local newspaper, carried a feature arti- 
cle about the new watch master of the 
L. G. Meyerding Jewelry Co. 30 N. 
Robinson St. To illustrate the article a 
staff-made photograph was taken, show- 
ing Mr. Meyerding operating the ma- 
chine, and typical charts were inset. 





NEW LAWTON, OKLA., STORE 


Lawton, Oxra.— E. Oliver, watch- 
maker and jeweler, recently installed a 
store at 316 D. Avenue, here. For the 
past 24 years he has been engaged in 
the jewelry business at Walters, Okla. 





OBITUARIES 

Samvuet T. Morrow, 91, who had oper- 
ated a jewelry store for more than 60 
years when he retired in 1932, died June 
26, at his home in Elizabeth, N. J. 

ArtruHur G. Provry, 59, a jeweler and 
active leader in civic and fraternal cir- 
cles in Napa, Calif., died June 25, at St. 
Helena Sanitarium, where he had been 
under treatment for a heart ailment for 
several weeks. As a young man Mr. 
Prouty engaged in the wholesale jewelry 
business for a few years in San Fran- 
cisco, and in 1907 established his jewelry 
store at Napa. 

Ontva Hamet, 51, jeweler and state 
senator, died July 8, after a long illness. 
He had been active politically for many 
years and a member of several fraternal 
and civic organizations. 

Grorce V. Hanr, 69, who was in the 
jewelry business in Ossining, N. Y., since 
1887, died July 14, after a long illness. 

Leo G. Fink, 65, jeweler and pawn- 
broker at 719 Pine Street, St. Louis, for 
the past 25 years, died July 12. 
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D ae 
YW A" 


A HONOLULU WELCOME 
IN NEW YORK 


At The Lexington as well as in Hawaii 
the lei is the traditional symbol of wel- 
come — and you'll 4nd the same kind 
of hospitality here that visitors to the 
famous Islands so fondly tell about! 
Stop at this friendly hotel on your next 
trip to New York—conveniently located 
in the heart of the Grand Central area. 


Hy This famous restaurant 
tides gives you the authentic 
atmosphere of the 
Islands...native danc- 

ingand music ina glam- 

orous tropical setting! 


HOTEL LEXINGTON, 


_ Lexington Ave. at 48th St., New York: 
Charles E. Rochester, Vice-President & Managing Director 
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KeHnare 
104-106 WEST 

FAYETTE STREET 

BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 








BOOST SILVER SALES 
Write Us ON YOUR PROMOTION Ideas. 
Well Made, Plain and Chased Sterling. 


A. G. SCHULTZ COMPANY 
423 E. Lombard Street, Baltimore, Maryland 











Profit by~ 


SCHICKSNAPS 
SCHICK JEWELRY 


write today for 
our representative 


HARRY C. SCHICK inc. 


NEWARK, NEW JERSEY 














[ DIAMOND CUTTING | 


Re-Cutting Price Net—Special 


hot 5 Oe 618 4 SSS 
% and % Carat 7/| % and 1 Carat 10 


| Removing Chips $1.50 to $3.00 





Estimates Furnished 
Memo selection of diamonds on request. 


Stein & Ellbogen Company || 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 
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if you want a Complete Catalog of 


® FULLERS FINDINGS 


to assist and enable you te 


ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
53 E. Washington St. Chicago 

















Ez, SILVERWARE | 3 





SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 











Sucomparable 


BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, FLL. 








Your JOBBER Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 














Send Glass Sizes for Estimate 
Designs and Materiais - No Obligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. 


CHICAGO. ILL. 
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Paul Samuels, of Paul H. Samuels, 
Inec., spent two weeks of last month in 
New York on business and pleasure. He 
was accompanied by Mrs. Samuels, 


Fred Gottlieb, Frederick M. Gottlieb 
& Co., left for Europe early in July. He 
will be there about two months during 
which he will visit the diamond markets 
and places of interest. 

Henry Klaas, of Henry Klaas Co., 
and Mrs. Klaas, have returned to Chi- 
cago after a vacation trip through the 
West, spending much of the time visit- 
ing National Park, Utah. 

Herbert L. Raines, jeweler and opto- 
metrist of Maryville, Mo., spent July in 
Chicago visiting his daughter and taking 
advanced work in optometry at the 
Northern Illinois College of Optometry. 

Norman Goodman, of Weksler & 
Goodman, returned recently from a vaca- 
tion spent at Deer Park, Manitowish, 
Wis., and to prove his prowess as a 
trolling fisherman in Lake Superior, 
shipped a 15-pound trout to his home 
here. 

The Jewelers’ Board of Trade has an- 
nounced that following the resignation 
of C. D. Thorpe, the position of manager 
of the Chicago office has been given to 
Vv. J. Newman who previously held the 
post of assistant manager. Mr. Newman 
has been associated with the organiza- 
tion for 17 years. 

Howard Hollander, diamond cutter, 31 
N. State St., will sail for Europe on the 
Aquitania Aug. 2. He plans to stop 
off at Southampton, to see England and 
France, and then to Palestine to visit 
his parents whom he has not seen since 
1913. On his return he will visit his 
brothers who live in Paris and in Bel- 
gium. 

Walter Butler, president of E. W. 
Reynolds Co. Los Angeles, Calif, 
stopped briefly in Chicago as he re- 
turned home from an Eastern trip and 
enjoved a day of golf at Indian Hill 
Golf Club with Sidney Y. Ball, The Ball 
Co., Shell Hulbert, Oneida, Ltd., and 
Major J. T. Montgomery, M. A. Mead 
& Co. Mr. Butler was accompanied by 
his son Reynolds Butler. 

The summer sales conference of sales- 
men representing the Chicago office of 
Ingersoll-Waterbury Co., was held July 
10 and 11 at the Palmer House in Chi- 
cago. Charles S. Davis, sales manager, 
W. P. Haynes, Chicago manager, and 
Everett Hoyt of Chas. Hoyt Advertis- 
ing Agency directed the activities. Those 
attending the conference were: Walter 
Connor, E. R. Carr, William Burns, 
Fred Hunt, Bruce Northcutt, Otto 
Graff, Charles Tidwell, William Hart- 
man and Walter Dahlen. 

George Kneble, jeweler at 3110 W. 
Irving Park Blvd., died suddenly July 
14. He was at business as usual on 
Thursday. Mr. Kneble seemed to fail 
in health since his window was smashed 
and store robbed a few days before last 
Christmas. Mr. Kneble, who was 62 on 
January 25, was born in Wisconsin and 
has been in the jewelry business for 
about 45 years, the last 20 of which were 
in Chicago. He is survived by a brother 
and sister. Mr. Kneble was an active 
member of the Chicago Horological 
Guild and the Chicago Retail Jewelers 
Association. 
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Golf, Swimming and Cards 
Enjoyed at Chicago Outing 


Cuicaco—About 50 men participated 
in the second annual golf outing of the 
Chicago Jewelers Club, at Idlewild Coun- 
try Club July 19. It was one of the most 
successful and enjoyable events of the 
jewelry trade in Chicago in recent years. 

Not only was golf enjoyed but every 
facility of this attractive club including 
swimming was taken advantage of and 
the day was rounded out with cards in 
the evening. 

After dinner prizes were awarded. 
Mead Montgomery, M. A. Mead & Co., 
and R. Shell Hulbert, Oneida, Ltd., tied 
for low gross (83). Bankers handicap 
provided the nets and Andy Rowe, Elgin 
National Watch Co., won first honors in 
this event. Other low netters who re- 
ceived prizes were: J. T. Montgomery, 
M. A. Mead & Co.; Myron Kelly, Rogers, 
Lunt & Bowlen Co.; Maurice Gold, Mar- 
athon Co.; Dave Newman, D. Newman 
Co.; Herman Haynes, Ingersoll-Water- 
bury Co.; Sol Cogan, Manheimer Watch 
Co.; Lloyd Gear, Art Metal Works; 
George Englehard, National Jeweler; 
James Corrigan, Loftis Bros.; and Frank 
Budlong, Wm. C. Greene Co. A. G. 
Lopez, Ingersoll-Waterbury Co., had no 
competition for booby prize with his 143. 


Chicago Horological Guild Has 
48 at First Birthday Dinner 


Cuicaco—The Chicago Horological 
Guild celebrated its first anniversary 
recently at a dinner at the Palmer House, 
with 48 present. 

President Arthur Jackson presented 
honorary membership cards, engraved on 
sterling silver, to Howard Sheaffer. 
executive vice-president of the Elgin 
National Watch Co.; William Samelius. 
dean of the Elgin Watchmakers College, 
and J. B. Dempster, of the Department 
of Physics of the Museum of Science and 
Industry. Each in turn talked briefly 
and talks were also made by Henry 
Mortensen, secretary of the Illinois Re- 
tail Jewelers Association, and Fred 
Lund, the “daddy” of the Guild. 

An honored guest of the evening was 
Stellan Josefson, of Stockholm, Sweden, 
who is in America to study trade con 
ditions and methods. 





2,000 WOULD SAVE CLOCK 

PHILADELPHIA — More than 2,000 
names have been obtained on voluntary 
petitions asking that the firm’s street 
clock be kept in front of its store, 
officials of S. Kind & Sons, Chestnut St. 
at Broad, announced last month. Pe- 
titions are kept on a store counter near 
the entrance with a sign inviting patrons 
to sign if they choose. The petitions 
will be presented at a hearing scheduled 
for September. 











CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 
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AN OLD ST. LOUIS CUSTOM. Here's the |éth annual dinner-dance for employees of the Eisenstadt 


Mfg. Co., St. Louis, held July 6 at the Coronado Hotel. 


It is made possible each year by a trust 


fund set up by Morris Eisenstadt just prior to his death. The get-together followed the annual sales 
meeting of the company and sent the salesmen off to their respective territories with their new line of 
Fall goods. The happy occasion also celebrated the 5éth anniversary of the incorporation of the com- 
pany under the present name. The original company, known as Eisenstadt & Co., was founded in 1853 


by the Eisenstadt brothers. 


Lauk of N. W. yer & Son 
Will Tell N.A.C.J. Convention 
About DeBeers’ Diamond Ads 


Cuicaco—The American diamond ad- 
vertising campaign by DeBeers Con- 
solidated Mines, Ltd., will be one of the 
feature topics on the program of the 
National Association of Credit Jewelers 
at its annual Fall show and convention, 
to be held Sept. 17 to 20, at the Hotel 
Sherman. 

George W. Lauk, executive vice-presi- 
dent of N. W. Ayer & Son, the adver- 
tising agency handling the diamond ac- 
count, is scheduled to be present to give 
details of the campaign, which will begin 
in September in consumer publications. 

Other speakers will be President Wil- 
liam Gibson, of the Cole & Young Co., 
Chicago; Archie K. Shipe, of Kerr, Shipe 
& Macleavy, general counsel to the asso- 
ciation; Rep. Jack Nichols of Oklahoma, 
who will speak on trade and consumer 
relations, and Rep. Richard M. Duncan, 
of Missouri, an authority of Federal 
taxation. 

Secretary Frank Newman anticipates 
an attendance even greater than last 
year, for the reason that during recent 
months credit sales of jewelry are run- 
ning consistently ahead of last year. The 
exhibitors will number more than 150. 

Complete program and plans for the 
convention will be announced in_ this 
journal next month. 

Current sales of credit jewelry stores 
are tapering off somewhat due to the 
passing of the year’s wedding peak, but 
are running 5 to 10 per cent ahead of 
last year, according to the first dealer 
reports received by the association for 
June and early July. Demand for some 
items, according to the association re- 
ports, has outrun the ability of factories 
and wholesalers to make shipments. This 
applies to some makes and _ sizes of 
cameras and to small portable radios, 
which have caught the fancy of Summer 
vacationists. ——— 

HILEY OPENS STORE 

Ethan F. Hiley on July 22, opened a 
new jewelry store in the Roxy Theater 
Building, 909 Lincolnway, LaPorte, Ind. 











MOUNTINGS YOU CAN SELL 


Special orders for one or lots 
Complete Mfg. Service for Retailers & 
Jobbers 


Submit us your designs and samples for Special Prices 


The CLYDE STONE CO., MFG. JEWELERS 
University Bidg., Denver, Colo. 
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Salesman's Trunk Is Hijacked 
From Omaha Hotel Platform; 
Found Later Minus $45,000 Contents 


Omana, Nes. — A trunk containing 
$45,000 worth of diamond rings and gold 
and platinum mountings belonging to 
Milton J. Jackson, jewelry salesman, was 
stolen and rifled, July 14, at Omaha. 
Mr. Jackson who has been a traveling 
salesman for Shiman Bros. & Co., New 
York jewelery manufacturers, for 30 
years, arrived here the night of July 13, 
and spent the next day calling on cus- 
tomers. Preparing to leave for Denver, 
he turned the trunk over to a baggage 
boy at the hotel with instructions that 
it be taken to the station and placed 
aboard a Denver train. 

The trunk disappeared from the hotel 
loading dock before the pick-up truck 
arrived. Forty-five minutes after it had 
been left on the dock at the hotel, the 
trunk was found, rifled, under a viaduct. 
The thieves had, however, overlooked 30 


diamond engagement rings and 18 wed- | 


ding rings. 


Mr. Jackson said twice in Chicago he | 
had been robbed of jewelry stocks. In | 
the second case the robbers were caught. | 


F.T.C. Issues Complaint 
Against Eversharp Pen Claims 


Wasuinoron—Misleading representa- | 
tions in the sale of fountain pens is al- | 


leged in a complaint issued by the Fed- 
eral Trade Commission against The Wahl 
Co., 1800 Roscoe St., Chicago. 

The respondent is alleged to represent 
directly or by implication that ink can- 
not leak from its Eversharp fountain pen 
equipped with a so-called “safety ink 
shut-off” device, when the pen is un- 
capped and the pen point exposed; that 
ink cannot leak from the pen into the 
cap when it is screwed tightly over the 
pen point, and that this pen possesses 
more than twice as much ink capacity 
as competing fountain pens. 

The complaint alleges that in fact ink 
can leak from respondent’s fountain pens 
under the conditions mentioned; that 
the so-called safety device does not pre- 
vent ink which is in the feed mechanism 
immediately prior to attachment of the 
cap, from leaking into the cap after it is 
screwed tightly over the pen point, and 
that such ink does leak into the cap 
when the pen is shaken or jostled. The 
complaint also alleges that the ink capac- 
ity of Eversharp pens is substantially 
less than the amount claimed. 
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KIRK-RICH DIAL CORP. 





Los Angeles Dallas 
Oakland Detroit 
Seattle Pittsburgh 











WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 


“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 











LIFE 


is added to your merchandise with dia- 
mond setting by master craftsmen—a trial 
will convince you. 
Price list upon request 
CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, Ill. 

















ficme WATCH CO. 


3S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
MATERIALS 


1/2 








USED MOVEMENTS 
Good Condition 
Good Dials 
0-Size Eigin, Waltham 
743, $2.00 — 153, $3.00 
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i¢ sie Onen , Fie NEW MATERIALS 

Ie sis Htg. Elg., Wal. | Wheels, pinions, 

7 RR , 3 $1.2 pallet forks, etc. 

73. $1.25 — 153. $1.75 oe Le <a 

6 size Elg., Wal., Hite. end sample o 

73, 75¢ — a Re : what you want! All 
or ova. 

63, $2.00 — 153, $2 Guaranteed! Remit 


only if satisfactory. 




















GRAFNER BROS. 


ENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE., 


PITTSBURGH 


























Lye. 


GOLD and SILVER 


Scrap and Wastes 


PUIRCIHIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


. 











VERNON-BENSHOFF CO. ' 
u 933 Ridge Ave. Pittsburgh, Pe 

















JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
| orders. 


TRIANGLE 


JEWELRY MFG.CO. 
602 Clark Bidg., Pittsburgh, Pa. At. 7723 

















David Eger, New Kensington, Pa., 
jeweler, is planning to remodel his store. 

Harry Landaw, Landaw Bros., has re- 
turned from a business trip to New 
York. 

John Kappel of the William J. Kap- 
pel Co. was in New York on business 
recently. 

S. H. De Roy and wife have returned 
home from Michigan where they spent 
a vacation. 

Leonard Bickart, of I. Ollendorf Co., 
and family, spent their vacation in the 
Pocono Mountains. 

Louis Levenson of the Rogers Jewelry 
Co., Liberty Ave., has been confined to 
a hospital on account of illness. 

Lynford A. Keating, president of 
Grogan, Co., Inc., and family have re- 
turned from a vacation at Beaumaris, 
Ont. 

Gus Bastheim, president of the Henry 
Wilkens & Co., and a party of friends 
have returned from a Canadian fishing 
trip. 

John M. Roberts, III, and family, 
have returned from a vacation in Dela- 
ware where he says the fishing is par- 
ticularly good. 

Herman Auerbach, Pittsburgh district 
manager for M. A. Mead & Co., Clark 
Bldg., is building a summer cottage at 
Conneaut Lake, Pa. 

Harry H. Silverman, vice-president of 
the Samuel Weinhaus Co., and Mrs. Sil- 
verman and son, Julian, have returned 
from a vacation in Bermuda. While in 
New York they visited the World’s Fair. 

Paul S. Hardy, president of the 
Hardy & Hayes Co., and family are 
vacationing at the Hardy cottage along 
Ahmic Lake, Ontario. There are nine 
cottages on the estate, all occupied by 
relatives. : 

Phil P. Lipson, of Fairmont, and Mrs., 
and Mrs. R. M. Brown, Morgantown, 
W. Va., and Louis Grillo, Greensburg, 
Pa., were noted among out-of-town 
jewelers to call upon local wholesale 
houses recently. 

Mr. and Mrs. J. Harvey Wattles, of 
Washington, D. C., spent some time in 
Pittsburgh recently. Mr. Wattles is 
president of W. W. Wattles & Sons Co., 
this city, and makes his home in the 
nation’s capitol. 

William T. Grafner, son of Emanuel 
Grafner of Grafner Bros., and James 
Thompson of Biggard & Co., attended 
the recent sales conference on 1843 Line 
of the International Silver Co., at Meri- 
den, Conn., a few weeks ago. 

.Chester G. Hall of Hall Bros. Co., 








THE SAMUEL WEINHAUS COMPANY 


DISTRIBUTORS OF NATIONALLY KNOWN MERCHANDISE 





NOW SHOWING! 

HOLIDAY MERCHANDISE FOR 1939 
WATCHES—JEWELRY—SILVERWARE—CLOCKS 
TOILETWARE—ELECTRICAL APPLIANCES 
CAMERAS—RADIOS 





THE MOST DIVERSIFIED LINE IN THE TRI-STATE DISTRICT ; 





720-722 PENN AVE. 


PITTSBURGH, PENNA. 
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and family, were 


registered at the 
Marlboro-Blenheim, Atlantic City, re- 


cently. John C. Keppie and family 
visited the World’s Fair and later spent 
some time at Atlantic City. 

Mrs. Mark Perelman, of New Castle, 
Pa., wife of a jeweler of that city, died 
in a Youngstown, O., hospital several 
weeks ago. Mrs. Perelman was a 
daughter of Joseph Meyers, Kaufmann 
department store executive. 

Triangle Jewelry Mfg. Co., 602 Clark 
Bldg., has moved to the second floor 
of the same building, where the floor 
space has been doubled and considerable 
new equipment added. Additions have 
also been made to the staff. 

Standard School Jewelers, class ring 
manufacturers in the Nixon Bldg., this 
city, recently added additional equip- 
ment. According to S. P. Steinsapir, 
vice-president, 60 employees are now en- 
gaged in the manufacture of school 
rings and the fall outlook is encourag- 
ing. 

Paul S. Hardy is enthusiastic over the 
advertising program to be sponsored by 
the De Beers Mines. Mr. Hardy pointed 
out that the United States is the largest 
outlet for the diamonds and he feels 
such a program, therefore, should logi- 
cally be carried on in this country. He 
feels it will have a stimulating effect on 
the holiday trade. 


$25,000 in Watches and Diamonds 
Stolen from Harrisburg, Pa., Store 


Harrissurc, Pa.—Jewelry worth an 
estimated $25,000 was stolen from Lipp- 
man’s jewelry store here early July 18 
while workmen were removing trolley 
tracks nearby. 

One of the biggest robberies of its 
kind in Harrisburg, the thieves stole 400 
watches valued at $10,000 and diamonds 
estimated at $15,000 from show cases. 

Lippman’s store, owned by Max 
London, Johnstown, Pa., has been in 
business here for 20 years. Jack T. 
Carpenter, manager, said that the loss 
is covered by insurance. 





Remove Old Trolley Tracks 
From Quaker City's Jewelry Area 


PuitapeLtpHia—Featured by removal 
of trolley tracks that had lain unused 
for 14 years, work began last month on 
repaving Sansom St., Philadelphia’s 
“Maiden Lane.” City contractors began 
the work of tearing up the street pre- 
paratory to placing a new paving, 
while a Philadelphia Rapid Transit Co. 
crew removed the rail. 

Once a lucrative part of the city’s 
transportation system, the Sansom 
Street route was begun in 1887 in the 
horse-car days. 


Price, Formerly of Minneapolis, 
In Business at Harrisburg, Pa. 


Harrissurc, Pa.—R. D. Price and 
Lloyd S. Baker opened a jewelry store 
here at 19 N. 2nd St. on July 17. Mr. 
Price was formerly with Gittelson Jewel- 
ry Co., Minneapolis, Minn., for six years, 
and with Grodnik Jewelry Co., also of 
Minneapolis, for 12 years. 
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where the 24 Karat Club of New York recently held an all-day outing. Fourth row, |. to r.: Raymond 
Mehrlust, J. Mehrlust; DeWitt P. Brokaw, D. D. Brokaw & Son; Archibald Graham, Monroe Graham Co., 
Inc.; W. Irving Royce, David Dodd Co.; Barnett Robinson, Robinson & Sverdlik; H. Russell Williams, 
Waltham Watch Co.; Daniel Price, Wm. S. Hedges & Co.; William T. Gordon, Edward H. Muhifeld, 
Inc.; &. H. Niemeyer, Handy & Harman; Walter G. Scheer, Wm. Scheer, Inc. Third row: Sigmund 
Cohn; Byron L. Shinn, Downey, Lipper, Shinn & Keeley; Howard H. Hetherington; James Schulz; Jacob 
Mehrlust; Joseph Rosenberg; Alan L. Brown, Alpheus L. Brown; Maurice Tishman; Louis A. Schwob, L. A. 
Schwob; John L. Corbett, Corbett & Bertalone, Inc. Second row: Maurice Spain, Larter & Sons; 
Lawrence W. Sparks, Wadsworth Watch Case Co.; Jean R. Graef, Jean R. Graef, Inc.; Charles Marx; 
Bert F. Young, Jules Franklin, Inc.; John A. Sommer, Chas. W. Sommer & Bro., Inc.; Claude L. Seale, 
Charles L. Seale, Inc.; Robert W. Schick, Harry C. Schick, Inc.; Stephen J. Marx; R. Gsell, R. Gsell & 
Co., Inc.; Charles W. Sommer, Chas. W. Sommer & Bro., Inc. First row: Julius Kaufman, Goodfriend 
Bros., Inc.; Norman M. Morris, Norman M. Morris, Inc.; William C. Charlier, M. D. Mitchel; Walter 
Eitelbach, Walter Eitelbach & Co., Inc.; Paul G. Schoncite; Albert Krolik, Cromur, Inc.; Albert O. 
Osterwald, Osterwald & Co., Inc.; Walter Lampl; Edward L. Stern, Tavannes of America, Inc.; Edward 
B. Donaldson, Greenleaf & Crosby Co.; Edward H. Muhlfeld, Edward H. Muhlfeld, Inc.; W. Waters 
Schwab, J. R. Wood & Sons, Inc. 
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24 KARATERS' OUTING—Here's the sylvan setting at the Ridgewood Country Club, Ridgewood, N. J., 








Abolishment of Tolerances Costume Jewelry Manufacturers 
In Karat Gold Articles Elect Leo F. Krussman Head 
Proposed by Standards Bureau Of New National Association 

Manufacturers of gold jewelry have The newly organized National Costume 
been asked for an expression of their Jewelers Association last month obtained 
endorsement, or opposition, to the resolu- a certificate of incorporation. 
tions adopted by the Standing Commit- Offices will be maintained at 200 Fifth 
tee on the Marking of Karat Gold Ave., New York, with Samuel Blumberg 
Articles, that no tolerance should be al- as general counsel. 
lowed in the marketing of karat gold. The organization has as its aim the 

Questionnaires, which are returnable to elimination of evils that beset the cos- 

I. J. Fairchild, secretary of the Standing tume jewelry business and the promotion 
Committee on Marking of Karat Gold of better relations among members of 
Articles, National Bureau of Standards, the trade. 
Washington, D. C., ask manufacturers of Officers are: Leo F. Krussman, Trifari, 
gold articles to indicate whether they Krussman & Fishel, president; Michael 
permit, or refuse to permit, the use of Chernow, Monet Jewelers, vice-presi- 
their name by the industry, to advocate | dent; Carl Rosenberger, Cohn & Rosen- 
an amendment to the National Stamping berger, treasurer; and Nat Levy, Nat 
Law, which would abolish tolerances. levy-Urie Mandel Corp., secretary. 

At a meeting of the Marking of Karat The board of directors comprises Saul 
Gold Technical Committee on Tolerance, Ganz, D. Lisner & Co.; Micheal Rosen- 
held on Jan. 18, at the 24-Karat Club blum, Albert Mfg. Co.; Louis E. Hirsch, 
room, New York, it was the unanimous Rice-Wiener; Sol W. Weinreich, Wein- 
opinion that there are no technical dif- reich Bros.; Joseph Wolf, Omar, Inc.; 
ficulties involved in the maintenance of Joseph H. Meyer, Richelieu Pearls; Leo 
quality control of karat gold, which is to Glass, Leo Glass & Co.; Ben Foster, 
say that present-day manufacturing Bowman, Foster & Wurzburger; Joseph 
processes have improved to the point Mazer, Mazer Bros. and William Andrae, 
that there are now no uncontrollable Forstner Chain Corp. 
variations in manufacture or uncertain- 
ties in assays to necessitate the toler- NEW BERNAT CO. SHOWROOM 
eee. : : : Bert L. Kaufman and Nat Alexander 

he Technical Committee is composed entertained their many friends in the 
of R. E. Ostby, chairman, Abraham Shi- trade during the afternoon and evening 
man, Frank L. Spies, C. J. Stone, Wilson of July 26 upon the opening of the new 
A. Streeter, Dr. Edward Wichers, and showroom of the Bernat Co., Swank 
L. M. Van Riper, who was represented products distributors, at 9 Maiden Lane, 
by Byron L. Shinn. Absent members New York. 
were Fred E. Hyatt and Thomas A. ales 
Wright. ROSS STORE REMODELED 

The associations and organizations rep- — 
resented on the Standing Committee are: Darron, Ox1o—The new store of Ross 
The New England Mfg. Jewelers & Jewelers, Inc., at 10 E. 5th St., was 
Silversmiths Association, the Jewelers opened late in June. he entire store 
Vigilance Committee, the Optical Manu- was remodeled. It includes an optical 
facturers Association; National Whole- department, and radio and watch repair- 
sale Jewelers Association; American ing departments are also featured. 
National Retail Jewelers Association; 

National Retail Dry Goods Association; RELIABLE STORES BUYS SHAW CO. 
American Home Economics Association; The New York Journal of Commerce, 
American Association of University Wo- reported on July 18 that the Reliable 
men; General Federation of Women’s Stores Corp. has acquired the business, 
Clubs; Ledoux and Co.; Lucius Pitkin, good will and trade names of the Shaw 
Inc., and the Jewelry Crafts Association, Jewelry Co., of Texas. This brings the | 
represented by William B. Ogush, of number of units in the Reliable system | 
Katz & Ogush, New York. to 24 stores. 
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25TH 
ANNIVERSARY : 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 


SPELLS 


25 years of satisfaction to our 
thousands of policyholders 
throughout the United States 
and Alaska. 


If you are not yet one of our 
policyholders, in justice to 
yourself, you should inquire 
about our plan of operation 
and savings. 





FIRE INSURANCE 
JEWELERS INSURAN 


Ne | 











socially, commercially, politi- 
cally, is the Bellevue. Here 
vital things happen, outstand- 
ing events are held—and 
important people stay. Rea- 
sonable rates. 


Be Sure to Include 
Historic Philadelphia 
in Your Itinerary 


Air-Conditioned Restaurants 


wSBELLEVEr” 
STRATFORD 


IN PHILADELPHIA 
Claude H. Bennett, Gen. Mar. 
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AT YOUR SERVICE 


ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 

You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 








DIAMOND-CUTTING 


expert work... fast service 


2 carat $ 9.00 per carat 
arat 10.00 per carat 

fore Bare Ba I 0.0 ol tamer: Tar: Be 

; carat 12.00 per carat 
ror: Bare Bd Lr 0, 00 o] Samm or- Bar: Be 

> carat 16.00 per carat 
ore ar: Be 18.00 per carat 
arat 26.00 per carat 


LITWIN & SONS 


114 West 6th Street, Cincinnati, Ohio 








Diamond Rings - - =Specializing in 
Diamond Rings 
you can sell. 

Jewelry - - - - - -Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 








1/20th 12 Kt. Gold 


go LOCKETS 





Filled lockets and 
chains individually 
boxed, assorted 


, shapes, packed six 
to a carton. 


ONLY $16.50 
PER DOZEN. 


ss Send for assortment 
ev 4 today. 


S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 








FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 
*ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also ali well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 




















‘CINCINNATI | 








GRUEN SALES STAFF BANQUETS. This scene at the Netherland Plaza Hotel in Cincinnati was the 
social climax of the semi-annual sales convention of the Gruen Watch Co. held last month. Three new 
lines of watches for the Fall were announced by President Benjamin S. Katz: a new Veri-Thin wristwatch 
for ladies, a new Veri-Thin pocket watch and a new Curvex wristwatch for men, which will be priced 
at $47.50. The new Veri-Thin wristwatches for ladies will be a companion line to the new Veri-Thin 
wristwatch for men, which was introduced by Gruen last Spring. The sales meetings were conducted by 
Teviah Sachs, vice-president of Gruen, who pointed out that Gruen's Fall advertising and sales promo- 
tion campaign will continue to feature the theme, ''Gifts from Your Jeweler Are Gifts at Their Best," 
the slogan that was originated by Gruen last year to assist the retail jeweler in his fight against 
competition from other outlets. Appearing throughout all Gruen advertising, the theme will further 
be emphasized in a four-color double-page spread in the "Saturday Evening Post'’ and "Esquire" in 
early December, with one whole page devoted to the interests of jewelry retailers. The national maga- 
zine schedule, outlined by John McCarthy of McCann-Erickson, includes full pages in "The Saturday 
Evening Post,"' ''Life,"’ "New Yorker," "Esquire," ''Liberty'' and "'Christian Science Monitor," besides 
full-page campaigns on Gruen professional models in medical and engineering media. 











Jcseph Dilger, who is with Motch the 
Jeweler at Covington, Ky., has made 
complete recovery from a recent opera- 
tion. 

Walter Williams, formerly of Milford, 
Ohio, has become associated with the 
Dennie Gooch jewelry store at Somer- 
set, Ky. 

Frank A. Schweeting, 83, the dean 
of business men of Oxford, Ohio, near 
Cincinnati, died recently. He operated 
a jewelry store in Oxford continuously 
from 1876 until last December when he 
sold the business. 

An 18-year-old youth was placed on 
probation when arraigned in Criminal 
Court for breaking a window of the 
Richter Jewelry Co., Sixth and Main 
Sts., May 13. He and another juvenile 
stole 29 watches valued at $900. 

Al Wallenstein and John A. Gerwe 
returned to Cincinnati after the whole- 
sale association meeting in Boston. Mr. 
Gerwe then picked up Richard Welling, 
Lockland jeweler, for a month’s fishing 
trip to the Lake of the Woods in Canada. 

Visitors in Cincinnati last month were: 
George Krueger, Wright, Kay & Co., 
Detroit; Earl Loehr, Hamilton Watch 
Co.; W. H. Jones, B. & O. Chain Co.; 
Bill Coombs, Sloan & Co.; “Cardinal” 
Hayes, Ronson lighters; Ralph Lewis, 
New York, and Louis Radt, Chicago. 

Mr. and Mrs. William B. Schreiber, 
parents of Carl Schreiber, of the Wallen- 
stein-Mayer Co., celebrated their golden 
wedding anniversary. Each celebrant is 
but 68 years old. Those who helped cele- 
brate the occasion, included six sons, 
two daughters, eight grandchildren and 
two great grandchildren. 

L. R. Olsson, representative of the 
Waltham Watch Co., in the Cincinnati 
district, took a vacation trip in July 
following the death of his father, Lars 
P. Olsson. The octogenarian had lived 
in the Queen City for three years, mak- 
ing his home with “Ollie” here after 
the passing of Mrs. Olsson. 
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Frank Herschede Co., Cincinnati, 
Will Occupy Five-Story Building 
At 8 W. 4th St., After Aug. |! 


The Frank Herschede Co., jewelers in 
Cincinnati for 60 years, will be located 
at 8 W. 4th St., beginning Aug. 1. The 
firm will move from its present place, 
124 E. 4th St., as soon as alterations 
are made in the five-story stone struc- 
ture at the other address. The company 
will use all five floors and divide its 
departments which for some years were 
centralized on the first and mezzanine 
floor. The Herschede concern was found- 
ed in 1877 in the Emery Arcade at Vine 
St., but since 1896 it has been estab- 
lished at different points on Fourth St. 
Edward F. Herschede, president, said 
several lines will be added, and a spe- 
cial feature in the newer location will 
be that of an entire floor being given 
over to prospective brides for a display 
of china, glassware and table silver. 
A complete laboratory to test and iden- 
tify gem stones will also be installed 
and is to be in charge of two certified 
gemologists. The lease, taken by the 
firm, calls for a yearly rental of $12,500. 





SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 
THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 














WESTERN TRAY & CASE CO. 
MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 
427 LUM ST. CINGIINAT, oO. 
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J. A. McDonald, of the E. H. Saxton 
Co. staff, chose July for his vacation. 
Doane Cook, of A. Stowell & Co., is 
at his summer home at Drakes Island, 

Maine. 

John Brown, of Bigelow-Kennard Co.’s 
diamond department, is vacationing at 
Long Island, Caso Bay, Maine. 

Eugene Sanger, of Sanger & Co., 
wholesale jewelers, with Mrs. Sanger 
spent July at Marblehead, Mass. @ 

Fred Boulton, export manager of the 
Hamilton Watch Co., and family are 
vacationing at Welles Beach, Maine. 

Boston wholesale and retail jewelers 
report a substantial increase in sales 
for May and June, compared with the 
same months in 1938. 

H. A. Whittum, manager of the retail 
watch department of Thomas Long Co., 
Summer St., and family are at their 
summer home in Oxford, Maine. 

Robert Stuart and Lawrence Katun, 
of the Daniel Low Co., jewelers of Salem, 
are combining business with pleasure 
during their trip to the New York Fair. 

Elmer C. Reed, of Kettell, Blake & 
Reed, Inc., 387 Washington St., with 
Mrs. Reed, spent June and July at their 
summer home at Dennisport, on Cape 
Cod. 

Henry Lendman, Jack Margolis and 
Harold Wenchenpaw, of I. Alberts 
Son’s, Boston wholesalers, were guests 
of the International Silver Co. at the 
New York World’s Fair. 

Louis Russell, of the Herkner Jewelry 
Co., Grand Rapids, Mich., last month 
toured New England, for the first time, 
as the guest of John H. Baker, repre- 
sentative of Jacobson Bros., New York. 

D. C. Percival, president, and L. F. 
Percival, Jr., assistant treasurer of D. 
C. Percival & Co., Inc., 373 Washington 
St., left July 10, for a week’s vacation 
with the Eastern Yacht Club fleet of 
Marblehead. 

William J. Smith, of 373 Washington 
St., accompanied by Mrs. Smith, during 
the July holidays made the trip to the 
New York Fair. Mr. Smith says the 
jewelry exhibits there should be a great 
help to the industry. 

Window smashers have been busy dur- 
ing July. Two stores, one in Milton, 
the other in Roxbury, were daylight 
jobs. The bandits, described as about 
25 years of age, vanished in the traffic 
and have so far evaded the police. 

Frederick W. Bird, of E. B. Horn 
Co., retail jewelers, and treasurer of the 
Massachusetts and Rhode Island R.J.A. 
accompanied by Mrs. Bird, will leave 
Aug. 6, for an extended trip through 
the southwest, making headquarters at 
San Antonio, Texas. The return journey 
will be by boat, sailing from Galveston, 
to New York, to attend the convention 
of the A.N.R.J.A. 

Charles Mills, of Waltham, salesman 
for several years in the retail watch de- 
partment of William Filene’s Sons Co. 
of Boston, is taking a trip to the West 
Coast. Mr. Mills, has many acquaint- 
ances of long standing in the jewlery 
trade on the Coast, who were with him 
in the days of the gold rush to Alaska, 
in 1898. He will make headquarters at 
Los Angeles, where a brother and sister 
reside. 

Benjamin Shreve, president of Shreve, 
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Crump & Low Co., opened his home for 
public inspection, during the recent re- 
vival of “Colonial Days” at Salem. 
Lovers of things beautiful, flocked to 
see the carved Italian marble fireplaces, 
which were brought over about 1820. In 
front of the home, flew the flag of Capt. 
Ben Shreve, who made Salem history, 
when he piloted the Governor Endicott, 
around Cape Horn, in the days of sail- 
ing ships. 

The Waltham Watch Co., closed for 
its annual two weeks’ vacation June 
29 and staged a complete surprise to 
the 2000 employes, distributing envel- 
opes containing $20 to each person in 
the firm’s employ prior to this year, 
and $10 to the small group who joined 
the staff between Jan. 2 and April 1. 
The total gift was upwards of $40,000. 
Other similar disbursements have been 
made in the last two years, on a profit- 
sharing basis. This vacation distribu- 
tion was not based on profits but was 
termed as extra compensation. The fac- 
tory reopened July 17. 

On page 71 of this journal’s July issue 
appeared an item to the effect that 
Frank A. Andrews, Washington and 
Water Sts., is retiring from business, 
and the stock in trade being sold at 
auction. It should be noted that this 
item refers to the Frank A. Andrews 
Co., located at the addess given, and 
not to Mr. F. A. Andrews, who has been 
and is doing business as the State Street 
Jeweler, at State and Devonshire Sts., 
and who is continuing that business as 
heretofore. Mr. Andrews, believing that 
the original item might be mistakenly 
taken to refer to him, has asked that 
this statement be published to avoid 
any misunderstanding. 





Concord Silversmiths, Ltd., Buys 
Holdings of Liquidated Business 


Concorp, N. H.—Concord Silversmiths, 
Ltd., early last month purchased the 
plant, machinery, dies and tools of the 
Concord Silversmiths Corp., and = an- 
nounced plans to continue the manu- 
facture of sterling flatware here. 

John D. Murphy. formerly general 
manager of the Watson Co., Attleboro, 
Mass., is president and treasurer of the 
new company, and Gardner M. Corbin 
is in charge of sales. 


BRIGHT TALKS IN SPRINGFIELD 


Sprinerietp, Mass.—Col. William H. 
Bright, president of the State Horologi- 
cal Society, was guest of honor and 
principal speaker at a meeting of the 
Hampden County Horological Associa- 
tion in Hotel Bridgeway, July 11. Five 
new members were initiated. Announce- 
ment was made of the semi-annual con- 
ference of the State association to be 
held in Worcester in October. President 
Alfred J. Frappier presided. 


MAINE JEWELER IS 78 

Baneoor, Me.— William C. Bryant, sup- 
posedly the oldest jewelry in Maine, 
celebrated his 78th birthday on July 5. 
Mr. Bryant, who was born in Taunton, 
Mass., bought his store here in 1893. 
One of his three sons, William C., Jr., 
is in business with him. 
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New Hampshire R.J.A. Devotes 
Day to Work and Day to Play 
At Wentworth Convention 


WeENtWorTH-BY-THE-SEaA, N. H.—The 
New Hampshire R. J. A.’s 24th annual 
convention here June 27 and 28 was at- 
tended by manufacturers, wholesalers 
and retailers from the six New England 
states. President Robert De Montigny 
opened the two-day meeting with the 
slogan, “Work the 27th and all play the 
28th.” 

The “work day” program featured 
speakers who talked on nation-wide bet- 
terment of the jewelry industry, among 
them: William G. Thurber, vice-presi- 
dent, A.N.R.J.A.; Charles T. Evans, sec- 
retary, A.N.R.J.A.; William D MeNeil, 
secretary, Jewelry Industry Publicity 
Board; Col. W. H. Bright, president of 
Massachusetts U.H.A.; L. Blaine Libbey, 
president of Massachusetts and Rhode 
Island R.J.A. and L. J. Eno, president 
of Maine R.J.A. 

Wednesday, the day for play, got 
under way at an early hour. Golf, a 
boat ride about Portsmouth harbor, and 
all types of outdoor sports terminated at 
5 P. M. An unfortunate accident to 
the popular secretary, Mrs. Addie Fiske 
Goodell, was the only event to mar the 
day’s sport. Mrs. Goodell, taking part 
in one of the events, fell and broke a 
bone in her arm. She was treated at the 
Portsmouth hospital, and returning to 
enjoy the banquet with her arm in a 
sling, was given a rousing ovation for 
her plucky comeback. 

One hundred and ninety-five were at 
the banquet. The presentation of a 
gold wrist watch to Gus Felber, dean of 
the New England jewelry commercial 
travelers, was a high-light of the dinner. 

The association passed resolutions 
backing the A.N.R.J.A., the Jewelry 
Industry Publicity Board and the manu- 
facturers who have availed themselves 
of the provisions of the Fair Trade acts. 

All officers were reelected for the com- 
ing year, Robert DeMontigny, president, 
of Nashua; Lenard H. Vancore, vice- 
president, of Colebrook; Addie Fiske 
Goodell, secretary-treasurer, of Epping; 
executive committee, George W. Stuart, 
Concord; Weston L. Fickett, Concord; 
Arthur B. Duncan, Portsmouth, and 
Charles W. Hatch, Claremont. 





Suaron, Pa.—Fred J. Smith, who was 
with George W. Fisher, local jeweler, 
for 33 years, has opened a store in the 
First National Bank Bldg. He will carry 
a full line of watches and better grade 
jewelry. 
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IMPORTED 
China and Glass 


ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 
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NEW YORK. N. V 


SHORT LINES—SERVICE PLATES 
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FROM NEW YORK STOCK 
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CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 
THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 28rd St. New York 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
‘Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 


English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original production 


WM. S. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 


FINE wy CHINA 
FfoveroogXs, 


Famvuus the World Over 

Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 
JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great 
variety of patterns and designs. 


Wtre your urgent orders. 


PAUL A. STRAUB & CO., Ine. 
Importers, 105-107 Fifth Ave., New York 









































In the Field of Aivattiing 
and Trade Promotion 








Elgin National Watch Co. plans to 
give its 75th anniversary line of watches, 
which are now being announced to the 
trade, powerful advertising support in 
a long list of the nation’s leading maga- 
zines. Millions of pages in natural 
color will appear consistently between 
now and Christmas, in what T. Albert 
Potter, president of Elgin, terms “the 
most colorful, the most extensive adver- 
tising campaign in our entire history.” 
Elgin is now producing an all-embracing 
Fall and Christmas promotion campaign 
for its dealers, to direct into local sell- 
ing channels the tremendous interest 
stimulated by its national advertising. 
The 75th anniversary Elgins divide 
themselves into four classifications: dia- 
mond-set Elgins; Lord and Lady Elgins; 
Elgin “de luxe” models of 17 jewels; 
and Elgins of 15 jewels and less. Each 
of these groups numbers new models 
of beauty and advance styling. 

* * * 

Ingersoll-Waterbury Co., Waterbury, 
Conn., is offering dealers a watch and 
clock show case, constructed of wood 
with laminated pillars and modern color 
scheme, with any order for $40 of Inger- 
soll products. The case, 20 by 23 inches 
in sive, is shipped to the dealer on noti- 
fication from his jobber that he has 
purchased $40 or more assorted Ingersoll 
watches and clocks. 


Status of Memorandum Goods 
Pledged with Pawnbrokers 
Is Clarified by N. Y. Court 


An interesting decision has just been 
handed down by the Appellate Division 
of the Supreme Court of New York 
which brings out a new angle of the 
problem that arises when a person ob- 
taining jewelry on memorandum pledges 
it and does not pay the sapplier for the 
goods. Briefly, this decision which was 
rendered in the case of Morris H. Mann 
vs. R. Simpson & Co., Inc., is to the 
effect that if the person with whom the 
article is pledged asserts that he is hold- 
ing the merchandise as security for its 
loan with pawnbroker’s interest, then 
that person is not allowed to present 
evidence to show that notwithstanding 
the terms of the written memorandum, 
the merchandise is actually delivered for 
the purpose of sale according to their 
custom. In the absence of such proof 
that the person taking the goods on 
memorandum is authorized to sell it, the 
original supplier of the merchandise can 
recover the goods without payment to 
the pawnbroker. 

However, if the person who has bought 
the goods or lent money upon them as 
security does not set forth his status as 
that of a pawnbroker and claimed 
pawnbroker’s interest until the return of 
the money advanced with ordinary inter- 
est of 6 per cent, then he is permitted to 
show proof in court that by trade cus- 
tom the holder of the goods on memoran- 
dum is allowed to sell them and there- 
fore his status is that of an innocent 
third party. Consequently, the original 
owner of the merchandise to recover it 
must pay the purchaser or pledgee the 
amount of the money he has paid for the 
goods plus interest at 6 per cent. 

This decision clears up a point which 
has puzzled lawyers in New York State 
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for several years because of apparent 
conflicts in former decisions. 

It should be noted, of course, that the 
situation described above is not to be 
confused with the one recently decided 
by the Court of Appeals in the case of 
Sweet vs. Provident Loan, to the effect 
that where it can be shown that the 
broker had formed a dishonest intent at 
the time that he received the merchan- 
dise on memorandum and thus committed 
common law larceny, no lien whatever is 
acquired by purchaser or pawnbroker. 

We are indebted for the foregoing re- 
port and interpretation to Daniel Price 
of 11 West 42nd St., New York, the at- 
torney who represented the plaintiff in 
the suit above. 





NEW CROTHERS STORE 

Yakima, Wasu.—The modern store of 
Crothers Credit Jewelers, opened at the 
corner of Yakima Ave. and Third St. 
has combination interior and exterior 
display windows encircling the entire 
store, set off by natural wood exterior 
walls, of a water-proofed mahogany 
super-plywood. The interior of the store 
is finished in wood to match. The Croth- 
ers family, which has been in the trade 
for 35 years, has another store in Aber- 
deen, Wash. H. M. Crothers, the founder, 
is active head of the business. A son, 
Delos Crothers, is manager of the local 
store. 





Oaktanp, Cat.—Brent’s Credit Jewel- 
ers last month opened their modern new 
home at 1215 Broadway. Waist-high, 
bent show windows feature the exterior. 
Harry Brent is president of the concern 
and Peter Forster is manager. 





Orrawa, Kan.—The P. G. Smith 
jewelry store, moved to a new location 
and redecorated, was opened July 14. 


ReapinG, Pa.—Kay Jewelers held a 
camera jamboree the night of July 18 in 
the ballroom of the Berkshire Hotel. 





Fatmoutu, Mass.—William S. Trefry, 
who died at his home here July 23, aged 
68, was a partner in the firm of Trefry 
& Partridge at 22 Beacon St., Boston, 
and commuted daily from Falmouth 
where he has lived for the past five 
years. He was an authority on antique 


jewelry. 
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Made in America 
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LENOX, INC. Trenton, N. J. 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 





The Expert Use of Drills 


by JOHN J. BOWMAN 


Chairman, Educational Committee, Horological Institute of America 


HE causes of the difficulties sometimes met with in 

trying to drill clean-cut holes quickly, may be about 
evenly divided between poorly shaped drills and, on the 
other hand, good drills improperly used. This article 
will explain how to use drills, upon correct principles, 
since the other aspect of the subject—correct forms for 
drills and how to keep drills in good working condition 
—was explained in our issues for June and July. 

Whatever kind of drill is used, or for whatever pur- 
pose, the first thing necessary is to make a properly 
formed center in the work, to exactly locate the hole to 
be drilled, and to start the drill cutting the hole without 
the slightest “wandering” away from the intended loca- 
tion, as it will surely do if this centering is incorrectly 
done. 

Centering is of two different types, for use: (1) in 
any case wherein the work is rotated and the drill is 
held stationary; and (2) wherein the drill rotates and 
the work is stationary except as it is moved toward the 
drill as the drill cuts its hole. , 

An example of case (1) is centering for drilling a 
staff, in a job of re-pivoting. Because of its small size 
and being done in detempered steel, this is the most 
difficult of all centering to do; and one who masters it 
can easily do any other job of centering; so this example 
is chosen for explanation. 

It is assumed that the staff-end has been well annealed 
and placed in a chuck to run dead-true (see previous 
articles of the series for a discussion of this); the next 
step is to flatten the broken pivot stump with an oilstone 
slip. The flattened area should be of a diameter some- 
what greater than that of the original pivot where the 
break occurred; and a drill should be chosen of a size 
about equal to the flattened area. This will enable 
making the new pivot of the same form as the original 
pivot, in all of its parts. 

The sum of all faults in centering is the formation 
of a cone, at the bottom of the center (Fig. 1, A); 
whereas the sides of the center should meet exactly in 
a point, as at B. However small a projection may be 
left at the bottom of a center, it is sufficient to start 
a drill somewhat off of the intended location of the hole; 
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and a larger projection may cause breakage of the drill 
at the outset. 

So the secret of success in centering is simply in 
making the sides of the turned-out angle to meet at the 
bottom; and anyone who finds trouble in accomplishing 








FIG. | 


this, should put himself through a spell of practice on it. 
Start with turning large centers in the end of a brass 
rod, and make plenty of them, gradually making them 
smaller; then do the same in unhardened steel, and 
finally in steel hardened and detempered, which will 
duplicate the conditions of actual repair work. This 
procedure will avoid spoiling customers’ work, as would 
sometimes happen should you depend upon that for your 
practice. 

Set the T of the graver-rest at a right-angle to the 
lathe spindle, and rather below the center of the work. 
Use a lozenge graver, well sharpened; start by just 
touching the graver-point to the center of the rotating 
work (C, Fig. 1). Through a double loupe, watch the 
“seratch” made by the graver-point. This may be a 
tiny circle at first; apply the graver-point to the center 
of this circle; now the trick is to keep the point exactly 
at the center, from now on until the completion of the 
turning; anywhere else, the result will be the formation 
of a projection at the apex of the center. 

Some workmen argue for using the graver from the 
back side of the lathe, saying that this way one can see 
better into the centering than if the graver is applied 
from the front. I do not follow this; an unprejudiced 
trial will show that working from the front allows one 
to see as well, or even better. And that way is un- 
questionably a more comfortable and convenient way to 
work, which is important. One of the laws pertaining 
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SANDERS 


A British Concern— 
Nearly a Century in 
Business — Serving 
the Trade in America 
for Over 50 Years 


SWEEP 
SMELTERS 


BIRMINGHAM, ENG. 





NYE’S NEW 
Electric Clock 


OIL 


For years, electric clock manufacturers 
have standardized en Nye’s Electric Clock 
oil. Now, this time tested oil has been 
put on the market for the repair trade. 
It is designed for use in the sealed oil 
reservoirs of these mechanisms and works 
in them most satisfactorily. Your material 
jobber can supply you with this new, spe- 
cialized Electric Clock oil, and all Nye Oils 
for bracelet watches, watches and clocks. 


* WM. F. 
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BRACELET WATCH ee 
CLOCK & NEW BEDFORD 


THIS IS YOUR CHANCE 


—to obtain the new scientific facts about 
diamonds and other gems, 


—to turn these facts into valuable sales tools, 


—to increase your number of sales by the 
creation of a _ greater desire for this 
merchandise, 


—to increase the size of each sale by selling 
better merchandise, 


—to protect yourself and your customer by 
an accurate knowledge of genuine stones, 
synthetics and imitations, and of their true 
qualities, 


—to be a CERTIFIED GEMOLOGIST, the new 
specialist of the jewelry trade. 


Write for details today. 


GEMOLOGICAL INSTITUTE OF AMERICA 
541 South Alexandria Los Angeles, Calif. 
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to skill in any kind of work is that personal comfort 
promotes economy of effort, reduces fatigue, and aids 
mental concentration on the work in hand. 

The angle of the sides of the center should conform 
as closely as possible to the angle of the lips of the drill. 


XK =: x 


A B Cc 


FIG. 2 


Avoid what is indicated at A, Fig. 2, and the opposite 
extreme at B. In either case, the drill is apt to start 
its hole deviating from the intended location. The cor- 
rect angle is shown at C. This insures that the center 
of the drilled hole will coincide with that of the locating- 
center, because it allows the full lip-lengths on the drill 
to start cutting before the drill has a chance to find a 
false center for itself. 

All in all, the best way to hold a pivot drill while 
working is in a pinvise of the form shown in Fig. 3. 
This is light and sensitive for holding and feeling the 


a a ce 


FIG. 3 


action of the drill; it is a sense of touch that must con- 
trol the drill, because its action cannot be seen. First 
“lineup” the drill and pinvise, by eye, to be straight in 
the axis of the work. Press the drill gently into the 
center, increasing the pressure gradually until the hole 
is well started; from now on, the feel of the acting drill 
will tell how much pressure may be used, to cut as 
rapidly as possible but without risk of breaking the drill. 

Pivot drill holders to be used in a tailstock to guide 
the drill, are somewhat tempting, as an easier way than 
depending upon skill of hand for this. The drawback 
is that so much force must be used to press the drill 
into the work, that there is no sensitiveness possible in 
feeling the action of the drill; which results, with drills 
as delicate as pivot drills, in much breakage and loss of 
time. A half-open tailstock, with the upper half of the 
spindle-bearing cut away, is more sensitive; but still 
hardly enough so; and rather costly too. So a well- 
made light pinvise is recommended for holding pivot 
drills. 

Should pivot drills be lubricated? Some touch the 
drill to the tongue to wet it; others dip it in oil, and so 
on. There can be no harm in lubricating the drill; but 
the question is rather: is it necessary? If not, then it 
is a waste of effort and time, even though little; and any 
little bit of time is worth saving. 

The work should be run only at moderate speed. A 
skillful workman seldom breaks a drill; but if it happens, 
the first thing to try is this: remove the lathe-head; hold 
it with the drilled hole downward; tap the lathe head 
lightly repeatedly with a mallet, striking it from below, 
against the front of the headstock. The broken piece 
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If not, then with a thin needle 
try to work the piece out. If this fails, the piece may 
be imbedded in the hole. Re-anneal the staff; use a 
somewhat larger drill than originally, and drill out the 
broken piece; then continue drilling to complete the hole. 
The depth of a hole for a pivot-plug should be about 
three times its diameter, or deeper, in proportion, for a 
long fourth pinion pivot. 

It may happen that a drill ceases cutting before the 
hole is finished. This is due to a dull drill, of temper 
insufficiently hard; or to the steel at the bottom of the 
hole becoming burnished hard; or sometimes to these 
two things together. The drill should be rehardened 
and sharpened; or resharpened if hard enough, and tried 
again. If it still does not cut well, that indicates a 
burnished surface in the hole, that must be removed. 
Sharpen a drill with lips at a more acute angle than a 
regular drill has; using this will remove the hard sur- 
face, by attacking it on its edges instead of broadside. 
If after this there is much depth remaining to drill, 
resume working with a drill which has the regular angle 
of lips. 

When drilling a hole of considerable length, with- 
draw the drill occasionally, to clear out the metal waste. 
It is safer to stop the lathe when doing this, since a 
slight tilting of a drill during withdrawal while the work 
is in motion, may cause the drill to catch and break. 

So much for centering and drilling work that rotates, 
with the drill held stationary. In cases wherein a ro- 
tating drill pierces stationary work, centering is done 
by first driving a pointed punch into the metal with a 
hammer-blow; then enlarging the punched center with a 
countersink, which may be made by filing, on the end of 
a piece of drill-rod, four sides meeting in a pyramid- 
shaped point. The angle of these sides to each other 
should be formed to match that of the drill-lips; then 
harden and temper the tool, and grind the faces on an 
oilstone, to produce sharp cutting edges. This counter- 
sink will make a center like the one at C in Fig. 2. 


of drill usually falls out. 





(Editor’s Note: This subject will be concluded in a 
following issue, with explanation of use of drills in 
heavier work—clock work, tool making, etc.) 


NEW TARNISH RESISTANT IS PERFECTED 


A new plating solution which is claimed to furnish a 
highly lustrous white color and to have high tarnish- 
resisting qualities has been announced to the trade by 
the W. Green Electric Co., Inc., 192 Broadway, New 
York. 

The new solution has been tested in an impartial trade 
laboratory, which reports satisfactory results. Silver, 
plated with the solution, is reported to resist tarnish 
under conditions more severe than anything which would 
be met with in average use of jewelry and silverware. 
The manufacturers claim that the solutions work well 
on medals, novelties, and ornaments, as well as on 
jewelry and silverware items. 

One of the tests used by the W. Green Electric Co. 
was to place a silver cup, half-covered with the new solu- 
tion, in a liter of sulphur for 60 hours. When it was 
removed, half was completely oxidized, while the plated 
surface was only slightly discolored, according to the 
makers. 




















WORKSHOP WOES € QUIEIEILS 


TEEL BLUE FINISH—I made a set of steel hands 

for a grandfather clock, and wish to give them a 
blue-black color. I have tried heating them in a sand- 
bath; but this gives them a bright purplish blue that 
does not show up with enough contrast to the dial, which 
is rather dark from age. I don’t want to paint the hands, 
but wish to give them a real metallic dark blue color. 
Please advise. (Question No. 5223.) B. P. M. 


Answer—What you are seeking is evidently the very 
dark steel-blue finish such as is seen on metal parts of 
firearms. In manufacturing arms, this is done by using 
a chemical bath that requires heavy equipment that 
would be out of proportion to your purpose; but you can 
buy a preparation that will give the same effect, from 
A. F. Stoeger, Inc., 507 Fifth Ave., New York. Order 
gun-bluing liquid, in the smallest size package kept for 
sale; with this will come full directions for application. 


MITATION PEARLS—A customer asked me to ex- 

plain the difference between indestructible pearls 
and other imitation pearls. I am afraid I didn’t make a 
very good job of explaining, as I didn’t feel sure about 
it; and would like to know about this, so as not to be 
caught the next time. How can the different kinds be 
told apart? (Question No. 5224.) A. L. D. Co. 


Answer—lIn all types of imitation pearls, the lus- 
trous pearl-like surfaces are produced by a varnish 
made by mixing finely powdered fish-scales with nitro- 
cellulose lacquer. The two principal kinds of imitation 
pearls are: (1) hollow glass beads, with the pearl-var- 
nish blown into them, coating the inside of the bead; the 
pearl-varnish shows through the glass; (2) solid porce- 
lain beads, with the pearl-varnish applied as an outside 
coating. These are the “indestructible” variety. They 
ean hardly be broken; whereas the hollow glass ones, 
which are merely filled with wax after the inside var- 
nish has dried, can be broken easily. The difference 
between the two types can be felt by gently “nibbling” 
them between your teeth. The hollow glass bead will 
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slip on the teeth; but the teeth will take hold of the 
outside varnish coating on indestructible beads, yielding 
a feeling of hard waxiness that is easily distinguished 
from the glassy slipperiness of the other kind. 


LIDEREST TURNING—When I turn any kind of 

work with my sliderest, the surface has a slightly 
wavy or furrowed appearance, which isn’t exactly flat, 
and looks ugly. Is there some way to avoid this? (Ques- 
tion No. 5225.) P. A., Ine. 

Answer—The wavy surface is caused by having the 
slides of the tool adjusted either too tight, or too loose. 
The adjustment is regulated by the three or more screws 
that bear against the “gibs’”—the steel plates one side of 
which contacts each of the slides of the tool. If the 
gibs are adjusted to press too tightly on the slides, the 
force that has to be applied in turning the crank-handle 
of the lead-screw is excessive, and throws the cutting 
tool alternately slightly into and out of, or toward and 
away from the work, thus producing the furrows com- 
plained of. On the other hand, if the gibs are adjusted 
loosely, the slide is not kept in line during its action, 
and this allows even the light force used in turning the 
crank to affect the cutting tool the same way as with the 
gibs given too light an adjustment. The adjustment 
must be moderately tight, avoiding either extreme. 


We “8:20”?—-When customers ask if the time 
8:20 is painted on watch signs because Lincoln 
was assassinated at that time, I have been telling them 
there’s nothing in that story. But yesterday I was put 
on the spot by one of them; he brought in a newspaper 
article saying this Lincoln story is the correct one. He 
gave me the laugh, and I believe he will talk it around. 
But I still think I was right, and would like something 
to use to back me up, if you can give me anything on 
this. (Question No. 5226.) B. S. 


Answer—What you have been telling your customers 
is undoubtedly correct. Lincoln was shot at 10 P. M., 
and died at 7 A. M.—neither at 8:20. Furthermore. 
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watch signs were customarily painted showing the hands 
at 8:20 many years before Lincoln was known outside 
of his own state The reason for this arrangement of 
hands has always been that it is most symmetrical, and 
allows space above the hands for the name of the pro- 
prietor of the business. 


RINDING CRYSTALS—After I grind watch 

crystals to fit, on the regular stone used for this, 
the edges are dull-finished. How can I give them the 
polish that some fancy crystals have on cases new from 
the factory? (Question No. 5227.) H. A. H. 


Answer—The polishing may be done with regular 
felt buffs on a jeweler’s polishing lathe. Use a buff 
with ordinary cake tripoli first; then follow this by an- 
other felt buff with rouge. You must, of course, allow 
a little when grinding, for the slight reduction of size 
that will be caused by polishing. In other words, grind 
until the glass almost, but not quite, snaps into the bezel- 
seat; then the polishing will complete the fitting; but 
this allowance need be only very little. Practice will 


give you judgment on this. 

laden FINISH—What is the proper method for 
producing the correct Butler finish on sterling 

tableware? (Question No. 5228.) G. B. S. Co., Ine. 


Answer—First, polish the silver bright, in the usual 
way, with cotton buff and rouge on a polishing lathe. 
Then use fine powdered pumice stone on lathe buff, or 
by hand with a pumice-charged cloth or chamois skin. 
Manage this so as to produce a fine line-finish, with 
the strokes following the contour of the piece, length- 
wise on flatware, and circular strokes to follow the form 
of hollowware. This will produce the true butler 
finish, which looks like satin. And, by the way, we 
may correct a misunderstanding—many jewelers in- 
correctly believe that the term “butler” finish was de- 
rived from the name of a man who originated the finish. 
Your use of the capital initial B in your inquiry sug- 
gests this. But what the term means is that this finish is 
like that given silver by hand-rubbing by the butler, in 
aristocratic mansions in England, where we believe the 
term originated. 


LD COVENTRY WATCH—Am sending enclosed 
sketches of the case and movement of an old 
watch, including copies of marks inside the case. The 
maker’s name engraved on movement is “Pale & Co., 
Coventry.” Can you tell me the age of the watch, and 
whether it is valuable as an antique? (Question No. 


5229.) M. D., Ine. 


Answer—Your sketches are admirably clear, and 
enable us to inform you quite fully about the watch. 
The initial of the firm name is not “P,” but “V”; this 
firm, Vale & Co., of Coventry, England, was a partner- 
ship whose name occurs on some of their watches as 
Vale, Carr & Rotherham, whose career was from 1754 
until 1840; the firm then continued as Rotherham & 
Sons, Ltd., under which style it is still in business in 
Coventry. The sketches further show hallmarks of the 
Birmingham, England, assay office for the year 1788, 
so the watch is 151 years old. The watch can hardly be 
considered worth more than the value of the silver in 
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the case, because there is no evidence in your sketches 
of anything unusual in the mechanism, which is of the 
ordinary fuzee verge type that prevailed at the time 
the watch was made. 


IVE VALUABLE BOOKS—Please advise some 

good books to study on (1) precious stones; (2) 

adjusting high-grade watches to positions and tempera- 
ture. (Question No. 5230.) D. B. 


Answer—For a good general summary of gem stones, 
we recommend: “Gems and Gem Materials, by Edward 
H. Kraus and Chester B. Slawson, third edition, 1939 
($3.50), and “A Key to Precious Stones” by L. J. 
Spencer, former keeper of minerals at the British Mu- 
seum, 1936 ($2.75), and for a study of diamonds in 
fuller detail, “Diamonds,” by Frank B. Wade ($2.00). 
On adjusting watches, we recommend “Practical Balance 
and Hairspring Work” ($3.50) and “Rules and Prac- 
tice for Adjusting Watches” ($3.50), both by Walter 
J. Kleinlein. Any of these books may be purchased of 
our Book Department, and would be sent postpaid at 
the prices quoted. 





OOSE PALLET STONES—After I reset pallet 

stones with shellac, sometimes I have trouble with 

the stones loosening after the watch runs a few months. 

Is there any way to prevent this? (Question No. 5231.) 
2. . &, 


Answer—While you do not state how you do the 
cementing of the stones, our guess is that you do not 
clean out the old shellac before applying new material ; 
or if you do, then you may not clean out the pallet 
slots thoroughly enough. It is necessary to crack out 
all of the old shellac; then immerse the pallet in alcohol 
for a few minutes; and follow this by rubbing the slots 
inside with a slip of pegwood, making sure that all 
shellac is removed, and the steel surfaces absolutely 
clean. One other point to take care of is not to heat 
tie new shellac any more than to make it flow freely; 
overheating shellac may make it brittle, and then the 
stones are apt to loosen under the blows of the action 
of the escapement. 


IRGE CLOCK—What should I sell an old clock 

for, made by Birge of Bristol, Conn.? It is oblong 
in shape, 30 inches high, with a picture of scenery 
painted on the glass. (Question No. 5232.) O. H. 


Answer—aAllow us to point out that you have omit- 
ted the most important points in describing your old clock. 
First, as to the maker’s name: the Birge you mention 
was John Birge, whose name appears in many different 
firms of Bristol clockmakers; he was an investor in 
businesses such as local corporations, partnerships, etc., 
all engaged in manufacturing clocks, at different times; 
so to have his name alone is not sufficient to identify any 
clock. Please write us the full name on your clock; 
also describe the movement, whether it has wooden or 
brass “works,” eight-day or one-day running, hour or 
hour-and-half-hour strike, whether on the label appears 
any mention of patented features in the clock, ete. If 
you could also send a photograph, showing the design 
and condition of the case, that would help us form 
an opinion about the clock. 














Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
lence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


ee 
Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 92 Nassau St., Cort. 
7392, New York. 





WATCHMAKER, five years’ experience; 
age 33; references: salary secondary. 





Ben Sherman, 2016 Marmion Ave., 
Bronx, N. Y. 
WATCHMAKER, young man, experi- 


enced, school trained, desires position. 





Address “A., 1235,” care Jewelers’ 
Circular-Keystone. 
MANUFACTURING jeweler, engraver 


and diamond setter; first class refer- 
ences. Address “O., 1303,” care Jewel- 
ers’ Circular-Keystone. 





RETAIL SALESMAN, cash and credit; 14 
years’ thorough experience; every 
phase of business; finest references. 
Address ‘‘O., 1191,” care Jewelers’ Cir- 
cular-Keystone. 


ARTIST, expert jewelry drawing for ad- 
vertising; young woman wishes work 
for advertising; experienced, largest 
firms in west. Helen Stoddard, 1208 
Oviatt Bldg., Los Angeles, Calif. 





WATCHMAKER and salesman desires 
position with reputable firm as estima- 
tor and salesman; reliable; experi- 
enced, best trade. Address “M., 1262,” 
care Jewelers’ Circular-Keystone. 





FIRST CLASS diamond setter and jewel- 
er desires position; over 20 years’ ex- 
perience: employed at present. Address 
“W., 1198," care Jewelers’ Circular- 
Keystone. 





WATCHMAKER desires position in New 


York or vicinity; experience, three 
years. Milton Shapiro, 2917 Ave. P, 
a N. Phone Esplanade 
i> . 


WATCHMAKER wishes position; thor- 
oughly experienced and_ exceptional 
mechanic; specializing on Swiss brace- 
let watches; capable of taking full 
charge. Address “M., 1290,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, well known among rated 
jewelers and department stores in 
Pennsylvania, Virginia, Maryland and 
Washington, D. C., seeks representa- 
tive line. Address ‘‘C., 1204,’’ care Jew- 
elers’ Circular-Keystone. 





WATCHMAKER, experienced baguettes 
to railroads; young; references; Wis- 
consin license; salary $25; go any- 
where: also repair clocks; school 
trained. Address ‘“M., 1066,” care 
Jewelers’ Circular-Keystone. 








THOROUGHLY experienced diamond set- 
ter and jeweler, desires position in first 
class jewelry store in California; now 
employed. Address ‘“U., 1197,’’ care 
Jewelers’ Circular-Keystone. 





OKLAHOMA watchmaker, jeweler, en- 
graver wants position in extreme south- 
west; best references; 25 years’ ex- 
perience. L. C. Freeman, 204-206 South 
Second, Muskogee, Okla. 





FIRST CLASS watchmaker and engraver, 
13 years in own store; married; Brad- 
ley graduate and good references; ca- 
pable of managing store. Address “N., 
1224,” care Jewelers’ Circular-Keystone. 





YOUNG LADY, graduate watchmaking 
school; own tools, desires position in 
North or South Carolina; small salary 
to start; references. Address ‘‘E., 1210,”’ 
care Jewelers’ Circular-Keystone. 





DIAMOND SETTER, jeweler and en- 
graver, watch repairing; 16 years’ ex- 
perience in retail stores: 13 years in 
last location. Address “D., 1174,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 30 years’ experience, 
jewelry repairing, engraving, sales ex- 
perience ; able to take full charge: New 
York or vicinity. Address ‘Watch- 
maker,” Glen Oaks, Rye, N. Y. 





EXPERT Swiss and railroad watchmak- 
er, age 40, more than 20 years’ experi- 
ence, will consider on a commission 
basis: good references. Geo. Strauss, 
5718 Myrtle Ave., Ridgewood, N. Y. 








WATCHMAKER and salesman; best of 
references; 20 years’ experience; have 
own tools; position must be steady; 
_ per week. Carl E. Hill, Bowen, 





ENGRAVER, jewelry, silverware, etc.; 
25 years’ experience; competent sales- 
man also; samples and references to 
first class stores. Address “L., 1260,” 
care Jewelers’ Circular-Keystone. 





BY WATCHMAKER, engraver, jewelry 
repairer; consider manager small store 
or repair department; accurate, relia- 
ble; references. Address “W., 1271,” 
care Jewelers’ Circular-Keystone. 





CREDIT MANAGER, experienced, excel- 
lent references from one of the largest 
jewelry chains; also sell, dress win- 
dows; travel anywhere: good personal 
appearance. Address ‘‘D., 1205,"’ care 
Jewelers’ Circular-Keystone. 





SALES; an _ experienced salesman on 
promotion lines desires connection with 
manufacturer selling direct to depart- 
ment stores and credit jewelers; prefer 
eastern territory. Address “S., 1268,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER, fine workman, more 
than 20 years’ experience on all makes; 
close timing; desires position with good 
organization, wholesale or retail; ex- 
cellent reference. Address ‘‘B., 1203,” 
care Jewelers’ Circular-Keystone. 





EXPERT, well trained manufacturing 
jeweler, setter, designer, special order 
platinum, etc.; good background; 
wants permanent position with reliable 
concern; references. Address “O., 
1265,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, 38. very capable, good 
appearance, over 22 years’ experience; 
one who does the better kind of work 
and can wait on trade: quality refer- 
ence. Address ‘‘A., 1202,” care Jewel- 
ers’ Circular-Keystone. 





CAPABLE young woman, thoroughly ex- 
perienced diamond-jewelry lines; as- 
sume responsibility, charge of office; 
efficient bookkeeper, correspondent, 
stenographer; dependable. Address ‘“O., 
1293,” care Jewelers’ Circular-Keystone. 





SALESMAN, well Known to the trade in 
Metropolitan and Eastern territories, 
desires connection with manufacturing 
line; have excellent following. Address 
“P,, 1226,” care Jewelers’ Circular- 
Keystone. 





SALESMAN, inside, outside selling; ex- 
pansive knowledge general jewelry, ac- 
tive following, thorough training pre- 
cious, semi-precious stones: sterling 
references. Address “Q., 1227,” care 
Jewelers’ Circular-Keystone. 





EXPERIENCED watchmaker desires 
steady job; do plain engraving and 
light jewelry repairing; age 39, mar- 


ried; salary $30 a week. Address 
“Watchmaker,” 193 E. Hancock St., 
Athens, Ga. 





ENGRAVER, hub and die cutter; with 
experience in making hubs, dies, and 
forces for ladies’ mountings; original 
ideas; wishes position with reliable 
jewelry concern. Address “J., 1218,” 
care Jewelers’ Circular-Keystone. 





ONLY a big firm would appreciate a man 
of this type for one of their stores; a 
salesman of genuine ability who really 
knows the art of successful credit sell- 
ing. Address “K., 1221,” care Jewelers’ 
Circular-Keystone. 





JEWELER, sample maker, creator of 
styles, also experienced pressure caster, 
familiar with every detail of produc- 
tion, desires position or installation. 
Address ‘‘M., 1225,” care Jewelers’ Cir- 
cular-Keystone. 








ENAMELER, male; extensive’ experi- 
ence, desires position; even part time; 
go anywhere; particulars gladly given: 
interested only in responsible firms. 
Address “B., 1172,’’ care Jewelers’ Cir- 
cular-Keystone. 
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MPORT jewelry mounts, silverware, 

a presentation articles; send cata- 
logues and price lists, write; we export 
rubies, emeralds, sapphires and pearls ; 
terms through bank. Communicate 
Surajmal’s (Estd. 1895), 313 Bspla- 
nade, Madras; branches Bombay and 


Rangoon. 





AUCTION or flat sales conducted in a 
strictly ethical manner at reasonable 
fees; my proven methods of raising 
$5,000 to $30,000 cash, quickly and 
profitably, bear the endorsement of 
many leading jewelers. Clifford E. 
Newby, Jewelry Sales Specialist ‘With 
a Reputation that Protects Yours,” 151 
W. Dakota, Detroit, Mich. 





WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, Room 527, 18 
Tremont St., Boston, Mass. 





SPECIAL NOTICE of importance; are 
you going out of business? We have 
buyers for cash, either part or your 
entire stock; communicate at once; all 
matters confidential. Brooklyn Pur- 
chasing Syndicate, Frank Walker, 
Prop., 610 Broadway, Brooklyn, N. Y. 
Same address 42 years. Bank refer- 
ences. Evergreen 8-1798. 





WILL BUY store; retailer wants and will 
buy a retail store in either Virginia, 
North Carolina, South Carolina, 
Georgia or Tennessee; town must have 
25,000 population or more; preferably 
50,000 to 100,000 population; this is a 
bona-fide offer to buy and will pay 
its fair cash price; will deal direct, 
through bank or your attorney to keep 
correspondence confidential. Address 
a 1283,” care Jewelers’ Circular-Key- 
stone. 





GET THE CASH AND MORE, too, from 
us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence ; 
ship your dead or surplus stocks to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will too; bank and 
trade references upon request; wire to- 
day to have our representative call if 
you have a complete stock to close out. 
otherwise ship your surplus goods and 
receive cash. Gordon Bros., 18 Prov- 
ince St., Boston, Mass. 


Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED TO BUY, antique jewelry and 
old mine diamonds; large, old colored 
stones. Write LeBijou, 1396 Sixth 
Ave., New York. 





WANTED, used watchmaker’s lathe, good 
condition ; Webster-Whitcomb preferred. 
Address “C., 1249,” care Jewelers’ Cir- 
cular-Keystone. 





ENGRAVING BLOCKS; want three out- 
fits in working order; write description ; 
state price desired. Harry Hart, Box 
96, Lancaster, Pa. 








WANTED, onyx, amethyst and black 
enameled earrings, pendants, brooches, 
etc., nine and 15K English chain brace- 
lets. M. Lossman, 2460 Mission St., 
San Francisco, Calif. 





FROM OUR EXPERIENCE in the jewelry 
business, we know that often it is nec- 
essary to take silver, both flat and hol- 
lowware, in exchange; the average 
jeweler has no outlet for this class of 
merchandise except to the refiner at old 
metal prices; we can use this silver 
and will pay much larger prices than 
the old silver value; send to us for 
cash offer; we will pay highest cash 
price for old mine diamonds, antique 
and diamond jewelry. Julius Goodman 
$ Son, 43 South Main St., Memphis, 

enn. 


Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WATCH REPAIRING, aranteed work- 
manship; repeaters, chronographs and 
high grade watches; genuine material 
only; no cleaning machine; prices rea- 
sonable; references. Larry G. Burkle, 
87 Nassau St., New York City. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





GUARANTEED watch repairing for the 
trade; established 1910; highly skilled 
workmanship at positively lowest 
prices; quick mail service; trial con- 
vinces; send for price list. Wolf Go., 
seer 8th & Sansom Sts., Philadelphia, 

a. 





SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America 
Washington, D. C., and MHorologica 
Society of New York. M. Aschendorf, 
11 John St., New York City. 





GUARANTEED watch repairing (no 
cleaning machine), expert wat 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 








To Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EXCHANGE your old white gold rings 
for new yellow gold rings; make every 
ring in your stock modern and sale- 
able, at small cost; for details write, 
International Ring Co., Dept. B2, Ger- 
rans Bldg., Buffalo, N. Y. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





DIAMOND SETTERS, jewelry repair- 
ers, watchmakers; skilled, efficient 
workmanship and prompt service; 
reasonable prices. D. Geller, 51 
Chrystie St., New York City. 


JEWELRY AND WATCH repairing; 


since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. MHasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 





AUTHORIZED fountain pen service to 


dealers everywhere; minimum factory 
prices and policy, plus quicker deliv 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller's Pen Seryice, Atlanta, 
Ga. 





PENS REPAIRED FOR DEALERS; 


fountain pens, desk pens, “Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
old pen points and oe Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 





ABEL Glamorous Love-Affection rings 


are also made in a wider bridal wreath 
design in all widths up to 12 m/m, 
most of them in 14 karat natural gold, 
also set with diamonds, all platinum 
and all gold; the greatest sensation 
ever produced in New York; makers of 
ring mountings, wedding rings, etc., for 
53 years; World’s Fair Jewelers in- 
vited to call Abel Bros. & Co., Inc., 
16-18 Maiden Lane, New York City. 
Telephone Rector 2-4277. 


Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT ATTORNEY secures patents, 


trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 


Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH REPAIRING by doing 


it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





INVENTORS: send for my free 72-page 


book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C. 





WATCHMAKERS! increase your abil- 


ity through the highly recommended 
books: “Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Work’’; circulars free. 
Walter Kleinlein, Waltham, Mass. 














GEM-STONES 


By G. F. Herbert Smith 
An Interesting Authoritative Book 
Comprising 40 chapters and many 
diagrams, plates and tables by an 
outstanding authority. Over 300 
pages. Price $3.00. 
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“The Boys on the Road” 
: A monthly department of personal news notes about the men who sell to the jewelry trade 
TT: 


e Jack Keenan, Chicago manager for 
the Hamilton Watch Co., spent July on 
the Pacific Coast on a vacation trip, mix- 
ing a little business along with his visit- 
ing and sightseeing. 

@ Michael Kloville, the Chicago Bulova 
man, and family have returned after an 
extended vacation spent “way up in the 
north woods of Wisconsin.” 

e Herman Stifling, recently represent- 
ing Jos. Berland, New York, is Chicago 
salesman for the Manheimer Watch Co., 
succeeding Harry Aronson, who resigned 
to become vice-president and sales man- 
ager of the Hampden Watch Co. 

@ Louis Goldberg, Wisconsin _repre- 
sentative for M. A. Mead & Co., met 
with a serious accident July 2 as he 
and his family were returning to Mil- 
waukee from a trip to New York. Their 
car was forced from the road by a 
truck and overturned in a ditch. Mr. 
Goldberg and the children were only 
slightly injured, but Mrs. Goldberg suf- 
fered bone fractures and had to remain 
three weeks in a hospital at Finley, Ohio, 
near where the accident occurred. 

e H. M. Teeple, Hadley Co., repre- 
sentative on the Pacific Coast, visited 
briefly in his old home town, Chicago, 
last month while en route to attend 
the annual sales conference at Provi- 
dence. Fred Whitney, manager of the 
Chicago office, also attended the confer- 
ence and visited New York. 

@ Joe Kucera, of The Ball Co., re- 
cently returned from an extended auto 
vacation trip with his family to New 
York, and the East, spending several 
days in New York visiting the Fair. 

@ Albert N. Davis, western represen- 
tative for Thos. S. Poole, Inc., and Fos- 
ter, Inc., Providence, and family, spent 
the month of July at Anphil Lodge, 
Naples, Maine. Upon their return they 
visited Providence and New York. 

e I. B. Miller, manufacturers repre- 
sentative, well known 


throughout the 
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jewelry trade, who represented Shields, 
Inc. (formerly Fillkwik Co.) for many 
years, now represents Schildkraut Bros., 
Inc.. New York, in the Middle West 
and Southern territory. This year he 
will complete 51 years traveling and sell- 
ing jewelry. 

e A. J. Haffner, well known salesman 
in Eastern territory, now represents 
Buss-Linthicum-Thorson, Inc., American 
watches, in Pennsylvania territory with 
headquarters in Pittsburgh. 

@ Leon W. Silsby, Benj. Allen & Co., 
returned last month from a 7500-mile 
automobile trip through the West. He 
visited the Canadian National Park, 
Seattle, where he spent several days 
with his mother, then traveled down. the 
Coast for the Fair and a stop at Holly- 
wood. He was accompanied by Mrs. 
Silsby. 

e P. J. Getner, formerly with A. C. 
Becken & Co., is now associated with 
Louis Schwartz & Son and will travel 
in Missouri, Arkansas, Oklahoma and 
Texas. 

e D. J. Sickles, of Louis Sickles, 1015 
Chestnut St., Philadelphia, left July 24 
for a month’s business trip through 
Pennsylvania and Ohio. Louis Sickles, 
Jr., of the same firm left at the same 
time for a five-week trip through south- 
ern states. 

e Adolph Ritter, of M. Sickles & Sons, 
904 Chestnut St., Philadelphia, left July 
20 for a_ three-month business trip 
through the South. 

e D. W. Douglass, of Fulmer & Gib- 
bons, 10th and Sansom Sts., Philadel- 
phia, left July 17 for a business trip 
to the South. He expects ‘to return in 
August. 

@ Members of the Town Criers in Cin- 
cinnati will take an active part in the 
development of an organization to be 
known as the “Hoosierines.” It is a 
traveling men’s group and grew out of 
the Indiana Retail Jewelers convention 





NEW GOLDEN ROOSTERS ACQUIRE THEIR FEATHERS—The fig leaves are our own idea. High spot 
of the annual outing of the Golden Roosters, Chicago, was the initiation of the new members, eight 


in number. 


One of them, however, seems to have escaped from this line-up for the camera. 


Quite appropriately, one step in the proceedings consists of giving the new ''cockerels'’ a coat of 
feathers, first thoroughly covering them with ''tar'' to make the feathers stick. That there may be 
no question thereafter of the validity of their full-fledged membership, the initiates are then duly 


recorded for posterity in an imperishable photograph. 


Here it is. (The fig leaves are a slight 


addition by the art editor of THE JEWELERS’ CIRCULAR-KEYSTONE who at one time had ambitions 
to become a movie censor.) 
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held at Indianapolis in June. The officers 
are: Fritz Fromme, president; Herbert 
C. Schwab, vice-president; Harold R. 
Haerr, secretary and Maury Solomon, 
treasurer. 

@ The Watson Co.,  silversmiths, of 
Attleboro, Mass., have announced that 
Stuart F. Swain will represent them on 
the Pacific Coast. Mr. Swain is well 
known in the jewelry trade having been 
connected with sales work calling on 
retail jewelers for the past 20 years, 
most of this time in the Southwest. He 
will make his headquarters in California. 
e Fred M. Baldwin has been appoint- 
ed assistant Pacific Coast manager for 
the International Silver Co. He will work 
directly under H. B. O’Brien, of San 
Francisco, who has charge of sales for 
the western states for International. 
Mr. Baldwin will continue to work from 
International Silver Co.’s sample and 
sales rooms in the Metropolitan Build- 
ing, Los Angeles. 

e Mr. and Mrs. K. B. Kirk, of the 
Kirk-Rich Dial Co. of Los Angeles, are 
on an extended trip visiting all their 
eastern offices. They expect to return to 
their headquarters in the 220 West 5th 
St. building soon after the first of Sep- 
tember. 

@ Cincinnati jewelry representatives 
were loath to witness the departure of 
Harold Riley when the Ostby & Barton 
office there was closed. Mr. Riley was 
transferred to Providence, R. I. 

e Jimmie Hossley, manager of the 
watch department of D. C. Percival, 
Inc., wholesale jewelers of Boston, says, 
the fish appear to be very timid and 
nervous since he opened his summer 
camp, at Lakeville, on Cape Cod. 


e Arthur B. Wright, New England 
representative of Wolfsheim & Sachs, 
Inc., New York, is back on the road. 
His many friends were worried, he 
picked up a germ somewhere that put 
up a battle for some weeks. 

@ Robert Frain, David Goldstein, 
Hugh Johnson, Louis Klink, David 
Gersh and Frank- Reaney, salesmen for 
H. O: Hurlburt & Sons, Philadelphia. 
left last month on business trips for the 
fall season. 

@ Norman IL. Garfinkle, of the Granat 
Bros. Mfg. Co., San Francisco, is return- 
ing to his territory after a long illness. 
He is looking forward to meeting his 
friends throughout the East and Middle 
West. 

e Frank D. Faulkner is the new 
Polaroid representative in the south- 
eastern territory. His appointment fol- 
lowed the resignation of Herbert Nichols, 
former representative of Polaroid Corp. 


@ Town Criers lately in Cincinnati 
included Percy [.ucas, B. H. Crowell, 
Gene Frohmeyer, Clarence Loeb, Bob 
Siefert, Charles Dispeker, Charles Payne, 
Sam Young, Harold Hagedorn, James 
Dunn, Charles Rauch, F. R. Deprez, 
Jimmy Fenstermacher, William Black, 
Mayo Loeb, Dick Albert, Julian Jacobs, 
Jimmy Goode, Melvin Hesse, Al Geb- 
hardt, Ralph Goebel, Frank Kromme, 
Carlton Minnis and Sam Silverman. 
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HALK up another victory in the fight against the 
unfair competition of the wholesaler-retailer and 
the industrial catalog house! 

Previous decisions of the Federal Trade Commission 
in the cases of L. & C. Mayers Company, and Carolyn 
and Robert Macher trading as the Wholesale Watch 
and Jewelry Company, have definitely established the 
principle that houses doing a retail business may not 
describe themselves as wholesalers. 

Now the F.T.C., as set forth in a news report on 
page 116 of this issue, has gone a step further and for- 
bidden the use of the fictitious “list prices” which are 
the favorite device of the industrial catalog companies 
to give the consumer the impression that he is buying 
at a substantial discount from prices ordinarily charged. 

This decision, rendered in the case of Shaw & Davis 
on July 7, establishes a valuable precedent in the fight 
of the legitimate jeweler against this parasitic competi- 
tion. 

It is only by setting up fake list prices that these 
houses are able to quote the discounts which mislead the 
purchaser into thinking that he is saving 40 or 50 per 
cent of the ordinary retail price, and therefore, if they 
can no longer use this device they are deprived of one 
of their most potent weapons. 

However, it must be remembered that while a ruling 
by the Commission establishes a precedent which may 
be used in other cases, the order to “cease and desist” 
in itself affects only the firm against whom it is issued. 
Thus, the decision against Shaw & Davis doesn’t auto- 
matically stop all other industrial catalog concerns from 
the use of fictitious list prices. Each firm using the prac- 
tice must be made the subject of an individual complaint 
and a ruling obtained against each one specifically. 

The Shaw & Davis decision merely establishes a prece- 
dent and paves the way for such complaints against other 
similar houses using the same device. 

Jewelers who have encountered competition from other 
catalog concerns should file complaints on this score 
with the Federal Trade Commission. With the precedent 
laid down in this instance, such complaints should come 
to a speedy and successful conclusion. 


MERICAN business last year paid more than twice 
as much in taxes as was paid in dividends to com- 
mon stockholders. 

A study which has just been completed by the Ameri- 
can Federation of Investors, of 163 typical large cor- 
porations representing all lines of industry reveals that 
during 1938 these companies paid out in taxes nearly 
62 cents of every dollar of net income, leaving only a 
little over 38 cents for necessary reserves and for 
stockholders. 

These taxes were equivalent to $283 for every holder 
of common stock in the 163 companies surveyed, and to 
$576 for every employee of those companies. 

The present tax situation strikes a double blow at the 


jewelry trade. Not only do jewelry retailers, whole- 
salers and manufacturers pay substantial taxes of their 
own, but they are also being deprived of business be- 
cause of the fact that income which otherwise could 
be paid to individuals in dividends and wages, a part of 
which at least would presumably be spent for jewelry, 
is being diverted into public treasuries which buy no 
diamonds or watches. 

The jeweler has a two-fold stake in tax reduction and 
in economy of government whether national, state or 
local, both as taxpayer and as a sufferer from the com- 
petition of the tax collector among his customers. 

Reasonable taxes are essential to the maintenance of 
good government, and all good citizens willingly assume 
their just share of necessary taxes. But when extrava- 
gance wastes the dollars that are sorely needed in the 
regular channels of trade, it is equally the duty of every 
good citizen to voice his protest in the most vigorous 
manner at his command and at every opportunity. 

Jewelers have more than ordinary reason for doing so. 


* * 
LTHOUGH he was discussing an entirely different 


subject, the writer of a letter received in this office 

a few days ago put his finger squarely on the source of 
many of the ills that beset the jewelry trade today. 

He said in part, “The substitution of smart cunning for 

personal honesty is one of the most painful symptoms 


_ of the period of deterioration our civilization is now 


undergoing—both domestic and international.” 

Think that over. 

Think over the jewelry advertising that is cleverly 
worded to stay just within the law, while creating by 
clever implication an illusion of exaggerated quality 
and values. 

Think over the tactics pursued by the sales people in 
the “borax’’ store. 

Think over practically any trade abuse that you can 
call to mind and see if “the substitution of smart cun- 
ning for personal honesty” doesn’t just about cover 
them all. 

In many quarters today it is considered quaint, if not 
downright feeble-minded, to place a high value upon 
such old-fashioned virtues as honesty, but it was his 
unfailing honesty and trustworthiness that made the 
jeweler for so many years the most respected and 
trusted merchant of his community. And it is only 
through unfaltering adherence to those standards, no 
matter at what temporary cost, that the jewelry trade 
can again enjoy the public esteem which it rightfully 
should have. 


Tne I. GE 


Editor 
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